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dvertising has become an important social institution in our society to which 
almost every person irrespective of age, sex, occupation, religion, background 
is exposed; leaving strong impact, positive or negative, on the attitudes and 
behaviors of people. Among all forms of advertising, Television (TV) advertisement 
is considered more powerful and influential because of its strong combination of 
visuals, sound, music and action. TV commercial messages are specially designed to 
target the masses which appeal their needs, emotions, desires etc. and prompt them 
to take action by buying the advertised product or using the particular service. 
Among the masses adolescents constitute the large group which becomes prime 
target of TV advertisers because it is believed they may not comprehend the 
persuasive aspects of TV advertising and therefore defend themselves against these 
messages. Huge amount of money is spent by TV advertisers every year to capture 
the adolescent’s market. 
TV commercials aimed at adolescents have been important and sensitive 
topic for the scholars and researchers for so many years now. It has been of critical 
subject of interest to advertisers, marketers, sociologists, psychologists, pediatricians 
and many others all over the world. Researchers and scholars belonging to these 
fields have studied different issues of the subject in a way that satisfied their interest. 
During last several decades, several studies have been conducted on the topic and 
several theories and approaches have been presented by the scholars to know 
different aspects of impact of TV commercials on adolescents. 
But unfortunately, Impact of TV commercials on adolescents, which is also 
the title of the present study, has not received adequate attention of researchers in 
Kashmir. The present study is an effort to see the impact of TV commercials on 
A 
behavior, attitude, tastes and overall life style of adolescents in Kashmir. It also 
attempts to know the varying impact of TV commercials, if any, on adolescents with 
different background, age, gender and education level. Besides it also tries to know 
the attitude of parents regarding the TV commercials directed towards adolescents.  
An effort has been made to present this study in a simple form that will be helpful as 
well as interesting for advertisers, distributors and academicians. The present study 
has been divided into five chapters. 
Chapter one focuses on what we know, in the light of different theories and 
studies, about the impact of TV commercials on behavior, attitude, perception, 
knowledge development and understanding of children of different age groups 
particularly adolescents. It also discusses different factors that lead to the mechanism 
of knowledge building about TV commercials among the children from early 
childhood to adolescence. 
Chapter two present the review of the literature that has been presented by 
different researchers and scholars during last few decades touching various aspects 
of the subject: impact of TV commercials on children and adolescents. The chapter 
focuses on developmental stages of childhood that influence children’s response to 
television; impact and concerns about repetition of advertising on children; 
children’s response to the use of program characters, figures, cartoons, celebrities 
and premium offers in TV commercials; television advertising and the behavior and 
attitude of children; children’s exposure to television advertising and their food and 
beverage preferences; gendered, racial and cultural television advertising portrayals 
and children etc. 
Chapter three discusses the research methodology employed while 
conducting this research study. It discusses the areas covered, sample plan, sampling 
technique, data collecting process and tools used to carry out the study. 
Chapter four is further divided into two parts, part -1 presents the analysis 
and discussion of data collected from adolescent respondents, while part-2 presents 
the analysis and discussion of data collected from parent respondents. 
Chapter five presents the conclusion of the research and gives the 
recommendations to advertisers, distributors, academicians and future scholars. The 
research concludes that there is strong relationship between consumer behavior of 
adolescents and TV commercials directed towards them, as the purchasing choices, 
interests, preferences and behavior of the adolescents get strongly influenced by TV 
commercials. The research also concludes that parent’s have positive attitude 
towards TV commercials and consider the impact of them on children positive as 
well. The study also recommends advertisers to use more informative and educative 
means in TV commercials to attract adolescents and don’t design messages which 
are unethical and anti cultural. It suggests parents to intermediate between TV 
commercials and their children for helping them to make better consumer choices 
and also recommends future researchers to study other aspects of the subject in 
different contexts as well.    
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elevision (TV) has huge impact on its viewers because of its enormous 
potential and persuasive characteristics as an audio-visual medium. It 
expresses and demonstrates ideas to a large and widely distributed audience by 
creative combination of visuals, sounds, words, colour, personality and stage-
setting. Whatever form the TV messages do take, be they movies, songs, plays, 
advertisements, news etc., it has an impact, positive or negative, on masses and 
different studies have shown that this impact varies with the social, economic, 
political background and age of the masses. The impact also depends on various 
other factors including the time spend watching television, the age and the 
intelligence level of the viewer. The impact of TV messages on its receivers has 
been the subject of researchers in the past and one of the main subjects in this 
arena has been the impact of TV commercials on children of varied age groups. 
Today TV advertisements, the world over, seem to have taken over the medium. 
Every day children come under an increasing exposure to television commercials 
in various forms. As a part of marketing strategy, TV commercials flood the 
society with information and ideas, attitudes and the imagery, which is difficult to 
control and assimilate, leaving huge impact on human minds particularly the 
young minds of children and adolescents. The extent of impact, which, arguably, 
can either be positive or negative, on children‟s learning and perception is 
reflected in their attitudes and behavior patterns which they usually adopt in day 
to day life due to exposure to TV commercials and the environment surrounding 
them. 
T 
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Also the kind and extent of the impact of TV commercials on children‟s 
behavior, attitude, and their knowledge and understanding level also vary with 
their age. Children belonging to different age groups have different cognitive, 
emotional, social and behavioral influences of TV commercials on them. 
For past several decades, scholars in marketing, journalism, sociology, child 
psychology etc. have conducted several studies and tried to know different 
aspects of the impact of TV commercials on children‟s minds and also their 
knowledge development and understanding of TV commercials in different ages. 
The main recurring themes in the literature available on advertising and children 
can be broadly categorized and understood as under:   
 Extent of children‟s exposure to TV advertising; 
 Children‟s knowledge and understanding of TV advertising ; 
 Influence of TV advertising on a children‟s life; 
 Power of TV advertising as compared to other influences; 
 Adolescents and TV advertising knowledge; 
 Factors that lead to the mechanism of knowledge building about TV 
commercials among children. 
1. Extent of children’s exposure to TV advertising: 
Television is a near universal medium and on an average; it is believed that 
children watch between 2 to 4 hours of television per day. It is also most 
powerful medium through which commercial messages are directed at children. 
Adler et al (1980) 
1
 says that children ranging between 6 to 11 years of age watch 
TV commercials 3 hours a day and it is estimated that over a period of one year 
an average child sees about 20,000 advertisements. According to Strassburger 
(2001)
2
, children view 20,000 to 40,000 commercials each day. 
                                                          
1
 Adler, Richard P., Ward, S., Gerald, S., Laurene, K., Thomas S. R. & John, R. R. (1980). The 
effects of television advertising on children: Review and recommendations. Lexington, MA: 
Lexington Books. 
2 Strasburger, V. (2001). Adolescents and the media: Medical and psychological impact. 
Thousand Oaks, CA: Sage Publication. 
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A research study, titled: „Children, Adolescents and Advertising‟, conducted by a 
committee on communication (2006)
3
, projects that children and adolescents 
view 40000 ads per year on TV alone. Much of children's viewing occurs during 
prime time, which features nearly 16 minutes/hour of advertising. 
Another online research, titled: „Children and Advertising‟4, estimated that the 
average child views more than forty thousand television commercials each year, 
most of which are fifteen to thirty seconds in length. Advertisers target the 
children‟s market because of its strong contribution to the consumer economy. 
Marketers and advertisers believe children to be representing three different 
markets- the direct money the children spend, the money they influence and 
perhaps the most significant future market. Advertisers believe that consumer 
habits and brand consciousness developed in young children will be carried 
through the adulthood. 
From the above, it is clear that advertising products to children works or is 
believed to work. In general business context, advertising to children is 
considered to be very lucrative. An unprecedented amount of marketing attention 
is being directed toward the ever expanding and lucrative children‟s market. 
Beyond spending hefty sum of money, product manufacturers and marketers are 
realizing they need to be more attuned to advertising and possess a better 
understanding of what children know about advertising, what they trust and 
mistrust and what appeals to them most. 
In addition to this, viewing habits of young children are believed to be different 
when compared to those of teenagers and adults. Young children do not always 
watch age appropriate material. It has been found that children often watch 
programs older than their age group when they have older siblings. This means 
that not only are they exposed to advertisements intended for older children, there 
rate of development is believed to be occurring at a higher pace than the rate of 
developments observed for only older children. The national study carried out by 
                                                          
3
 Committee on Communication.(2006).Children, adolescents and advertising, PEDIATRICS 
Vol.118 No. 6 December, P. 2563-2569. 
4
 Jrank Encyclopedia. Children and advertising. Retrieved from 
http://encyclopedia.jrank.org/articles/pages/6458/children-and-advertising.html#ixzzog 
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Jarlbro (2001)
 5 
in Norway reveals that children up to age of 12 behave differently 
in front of the television when compared to older viewers. It says that children, 
unlike adults, will not change channels or go and do something else when the 
advertisements come on. 
2. Children’s knowledge and understanding of the TV advertising: 
The questions about the children‟s knowledge and understanding of advertising 
seem to have generated the interests among many scholars. Research evidence 
demonstrates that children‟s understanding of television advertising and their 
response to advertising is mediated by cognitive development of children. 
According to John (1999)
6
 , there are two critical stages that mark children‟s 
capacity to understand important qualities of television commercials: at five or 
six years of age, when the majority of children begin to be able to distinguish 
advertising from program content, and around age seven, when children begin to 
recognize the persuasive intent of advertising. He says, “as a result, children aged 
two to six tend to view commercials as a form of ongoing entertainment in line 
with programs they are watching.”    
Slowly, but progressively, children develop an understanding of the intent of 
advertising that can be conveyed both in linguistic and formal elements of 
advertisements. Studies like that of Blosser and Roberts (1985)
7
; Robertson and 
Rossiter (1974)
8
 indicate that between the ages of six to 11 years children begin 
to develop the ability to think skeptically about advertising. In the light of 
different studies these aspects in children‟s understanding of advertisements are 
briefly discussed below. 
 
                                                          
5
 Jarlbro,G.(2002) .Advertising and children. Broadcasting Commission of Ireland, December, P.3 
 
6
 John, D. R. (1999). Through the eyes of a child: Children’s knowledge and understanding of 
advertising. In M. C. Macklin & L. Carlson (Eds.), Advertising to children: Concepts and 
controversies. Thousand Oaks, CA: Sage Publications. 
 
7
 Blosser & Roberts, D.F. (1985). Age differences in children‟s perceptions of message intent. 
Communication Research, October, P 455-484. 
 
8
 Robertson & Rossiter, J.R. (1981). Children‟s response to television advertising: An information 
processing approach. Journal of Consumer Research, September P. 144-153. 
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(i) Ability to distinguish TV commercials from other TV programs: 
Various studies on the subject say that the children‟s understanding of the TV 
programs goes through several stages. Scholars like Blosser and Roberts (1985)
9
, 
Butter et al (1981)
10
, Palmer and McDowell (1979)
11
 are of the view that at the 
lower stage in the earliest years of television viewing, children below 4 years age 
do not recognize that there are two different categories of television content: 
programs and commercials. They show low awareness of the concepts of 
commercials and understand them as if they were a scene in the adjacent 
program. At the second stage, children mainly around 4-6 years show low 
awareness of concepts of commercials. 
According to Blosser and Roberts (1985)
12
, as children move into and through 
their preschool years, they learn to identify television commercials and 
distinguish them from other forms of programming. By the age of five, almost all 
children have acquired the ability to pick out commercials from regular television 
programming. 
The experimental study conducted by Butter et al (1981)
13
 say that 70% of the 
four-year-olds and 90% of the five-year-olds identified all four commercials they 
were shown. Older children identified significantly more commercials, yet even 
four-year-olds were able to distinguish commercials from programs at an above 
chance level. 
However the scholars like Palmer and McDowell (1979)
14
 say that at this stage 
children are able to recognize difference between programs and commercials 
                                                          
9
 Blosser & Roberts, D.F. (1985). Op.Cit. 
 
10
 Butter, Paula, M., Popovich, Eliot, J., Robert, H., Stackhouse & Roger, K. G. (1981). 
Discrimination of television programs and commercials by preschool children. Journal of 
Advertising Research, April, P.53-56. 
11
 Palmer, Edward & McDowell. (1979). Program/commercial separators in children‟s television 
programming. Journal of Applied Developmental Psychology, P. 141-161 
 
12
 Blosser & Roberts, D.F. (1985). Op.Cit. 
 
13
 Butter, Paula, M., Popovich, Eliot, J., Robert, H., Stackhouse & Roger, K. G. (1981). Op.Cit. 
14
 Palmer, Edward & McDowell (1979). Op.Cit. 
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based on either affective cues, for example “commercials are more funny than 
programs”, or perceptual cues, for example “commercials are short and programs 
are long”. 
Butter et al (1981)
15
 are of the view that this ability to identify commercials did 
not necessarily translate into an understanding of „true‟ difference between 
commercials and programs (entertainment vs selling intent). Ninety percent of the 
younger children could not explain the difference between commercials and 
programs, even though differentiating the two was relatively easy. 
Thus about the TV commercials young children may know they are watching 
something different than other TV program but do not know that the intent of 
what they are watching is to make them purchase the product or service being 
advertised. Children are able to understand the intent of the TV commercials after 
few more years only when their sphere of knowledge expands. 
(ii) Understanding intent: 
As the sphere of their knowledge increases, children start achieving mature 
comprehension of advertising process. They begin to see the persuasive intent of 
the TV commercials. They also come to terms with the fact that the advertiser 
intends to persuade and try to get them to buy something. Researchers like Bever, 
Smith, Bengen and Johnson (1975)
16
, Blosser and Roberts
 
(1985)
17
 say that this 
understanding of advertising intent usually emerges by the time most children are 
seven to eight years old. Before this age limit children have limited cognitive 
development and are believed to be generally egocentric having difficulty in 
understanding the perspective of another person. This makes it difficult for them 
to understand that claims and appeals in TV commercial are likely to be biased or 
exaggerated in order to present the advertised product in the most favorable light. 
                                                                                                                                                             
 
15
 Butter, Paula, M., Popovich, Eliot, J., Robert, H., Stackhouse & Roger, K. G. (1981). Op.Cit. 
 
16 Bever, T.G., Martin, L. S., Bengen,B., and Johnson,T.G. (1975). Young viewers‟ troubling 
response to TV ads. Harvard Business Review, December, P. 109-120. 
17
 Blosser and Roberts. (1985). Op.Cit. 
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However some researchers, such as Donahue (1980)
18
, have argued that children 
may understand persuasive intent at a slightly earlier age. They made such claims 
on the basis of some facts that show that younger children may report that a 
commercial wants the viewer to buy the advertised products. But such awareness 
does not necessarily reflect an approval of persuasive intent. Just by 
understanding that a TV commercial seeks to sell a product does not 
automatically follow that the child will recognize the bias that is inherent in 
persuasive messages and therefore view claims and appeals in TV commercials 
more skeptically. 
Various other studies have identified additional factors e.g. family environment 
that moderates the specific age at which a child understands persuasive intent. 
Meyer and Henke (1978)
19
 report that children from black families in US exhibit 
lower levels of understanding of advertising‟s persuasive intent. Reid (1978)20 
says that higher levels of understanding can be facilitated by parents with higher 
educational levels and by parents who take strong consumer education role with 
their children. Thus the greater degree of effective interaction between parent and 
child leads to much better understanding of persuasive intent of advertising 
among children. 
(iii) Recognizing bias and deception: 
Most of the studies say that, by the time children get eight years old, they do not 
only understand persuasive intent of advertising but also recognize bias and 
deception in advertising. According to Robertson and Rossiter (1974)
21
, and 
                                                          
18
 Donohue, Thomas, R., Henki, L.L. (1980). Do kids know what TV commercials intend? 
Journal of Advertising Research, October, P.34-40. 
 
19
 Meyer, Lucy, L., Henke. (1978). Op.Cit. 
20
 Reid, L. N. (1978). Impact of family group interaction on childrens‟ understanding of television 
advertising. Journal of Advertising, Summer, P.13-29. 
 
21
 Robertson, Rossiter, R.R. (1981). Op.Cit. 
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Ward et al (1977)
22
, the majority of children aged eight and older no longer 
believe that „commercials always tell the truth‟. 
Beliefs about the truthfulness of advertising become even more negative as 
children move into the preadolescent years. For example, Ward et al
 
(1977) report 
that the percentage of kindergartners, third graders and sixth graders believing 
that TV advertising never or only sometimes tells the truth increases from 50% to 
88% to 97% respectively. In addition, three fifths of the kindergartners and third 
graders believe that advertising lies only once in a while, whereas only one third 
of the sixth graders believe in such a low frequency of deception. 
Robertson and Rossiter say that the ability to recognize „bias and deception‟ in 
TV commercials coupled with an understanding of advertising‟s persuasive 
intent, results in „less trust and less liking of commercials among children‟. They 
found that the percentage of children „liking all ads‟ decreased dramatically from 
68.5% for first graders to 55.9% for third graders to 25.3% for fifth graders. 
Similar studies by Lindquist (1978)
23
, Moore and Stephens (1975)
24
 have also 
noted descending trends in liking or overall attitudes toward TV commercials in 
children from the early elementary school grades to high school. 
(3) Influence of advertisement on a child’s life: 
Effect of television advertising on children can be categorized according to both 
the intended and unintended effects that result from advertising exposure. For 
example, an advertisement for any fast food item may have the intended effect of 
generating product request by increasing purchase influence attempt, that is when 
a child attempts to get a parent to purchase the product thereby increasing product 
consumption, but it may also have an unintended influences like generating rather 
                                                          
22
 Ward & Scott (1972). Children‟s reactions to commercials. Journal of Advertising Research”, 
April, P. 37-45. 
 
23
 Lindquist, J. D. (1978). Children‟s attitude towards advertising on television.  Advances in 
Consumer Research, Vol. 6. 
 
24
 Moore, Roy L. & Stephens, L.F. (1975). Some communication and demographic determinants 
of adolescent‟s consumer learning. Journal of Consumer Research, September, P. 80-92. 
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misperception about proper nutritional facts/habits or contributing to parent child 
conflict if a child‟s purchase influence attempt is rejected. 
(i) Intended effects: Many studies have shown the intended effects of TV 
commercials by documenting the effectiveness of commercial campaigns at 
influencing child viewers‟ recall for the product, desire for the advertised product 
and either purchase-influence attempts or actual purchase of the product. Several 
experimental and survey research like that of Charles Atkin (1975)
25
  indicate 
that „children who watch greater amounts of television, are exposed to a higher 
volume of advertisements, tend to make a greater number of purchase-influence 
attempts when they are shopping with their parents at the supermarket.‟ 
Certain advertising strategies tend to enhance the effectiveness of advertising 
appeals to children. For example, advertising for cereals and fast food meals 
often emphasize premium offers, such as a small toy figure included along with 
the product. Atkin (1975)
26
, who unobtrusively observed parents and children 
shopping at the super market, found that „almost half of the children who were 
making product-purchase request in the cereal aisle were influenced by premium 
offers.‟ Studies also make clear that children‟s purchase-influence attempts have 
a relatively high degree of success. Frequent parental yielding to children‟s 
purchase requests has been reported in studies that rely on parent self-reports as 
well as unobtrusive observation of behavior in the super market. In sum, although 
the process may be indirect, television commercials that are targeted at children 
are highly effective at accomplishing their intended goal of promoting product 
sales. 
(ii) Unintended effects: Although each advertisement may have, as its primary 
purpose, the goal of promoting product sales, but the studies show that children‟s 
long term exposure to television advertising may exert far broader unintended 
                                                          
25 Atkin, C. K. (1975). Effects of Television Advertising on Children: First Year Experimental 
Evidence, Report No. 1, East Lansing: Michigan State University, Department of Communication. 
26
  Ibid. 
 
INTRODUCTION 
 
 Page 10 
 
influences also. According to Chetan and Milind (2007)
27
 , “advertising has both 
immediate and cumulative effects.” While immediate effects are relatively easy 
to demonstrate, long term exposure is the more likely agent that increases 
consumption as a consequence of marketing to youth. They also say that 
“advertising and promotion efforts operate in the context of numerous 
interrelated factors that affect behavior on their own and enhance the behaviors 
promoted through advertising.” 
One of the manifestations of unintended influence of advertising is believed to be 
increasing „pester power‟ among children. Pester power can be defined as 
repetitive asking/requests by children for a specific item or service. The study by 
Blandina (2002)
28
 suggests that pester power, “can emerge naturally, as a result 
of societal influence or can be after effect of a specific advertisement or 
advertisement campaign.” Researchers say that until age of 2 years, parents 
completely determine what will satisfy their child‟s needs. Children begin to 
make selections of products such as toys and food at a very early age. Parents 
interpret their children as „pestering‟ particularly at young ages, when children‟s 
speech is less articulate. Repetitive asking until it is given is often children‟s only 
way of expressing their desires. 
Another important area of unintended effects involves parent-child conflicts that 
emerge when children‟s „purchase-influence attempts‟ are refused. Parents 
obviously cannot honor all purchase requests that are triggered by television 
advertising. Studies like that of Galst and White (1976)
29
; Brody et al (1981)
30
 
have shown that a majority of children become „angry‟, „disappointed‟ or 
„argumentative‟ when purchase requests are denied. The frequent purchase 
                                                          
27
 Chetan, C., Milind, M. (2007). Marketing to children-Issues and remedies. International 
Marketing Conference on Marketing and Society, IIMK, April, P.8-10. 
28
 Blandina, R.M. (2002). Advertising and children.  Broadcasting Commission of Ireland, 
December. 
 
29
 Galst, J.P & white, M.A. (1976). The unhealthy persuader: the reinforcing value of television 
and children’s purchase-influencing attempts at the super market. Child development, 47, 1,089-
1,096. 
 
30
 Brody, G. H., Stoneman, Z., Lane, T. S., & Sanders, A. K. (1981). Television food commercials 
aimed at children, family grocery shopping, and mother-child interactions. Family Relations, 30, 
435–439. 
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requests that are associated with children‟s heavy exposure to television 
advertising may place a strain on parent-child interaction at times, an issue of 
consequence largely because of the sheer volume of commercials that are viewed 
by most children. 
Some other visible unintended effects of advertisements on children studies say 
are due to large exposure of children to food advertisement. According to 
encyclopedia Jrank
31, TV commercials have marked influence on children‟s 
eating habits. It says that „commercials for candies, snacks, sugared cereals and 
fast foods represent a large proportion of the advertising that is presented during 
children‟s programs, while advertising for more healthy foods is rare.‟ 
Consequently, children tend to develop poor nutritional habits, mistakenly 
assuming that the products that they see advertised are an appropriate diet 
whenever they are hungry. Sometimes this leads to the unbalanced diet intake by 
the children also as relation between TV commercials and obesity among 
children has been highlighted by many studies.  According to Anderson et al 
(1998)
32, “the incidents of obesity is highest among children who watch 4 or 
more hours of television a day and lowest among children watching an hour a 
less a day.” Kaur, Choi, Mayo, and Harris (2003)33 conducted a prospective study 
in which they found at the three-year follow up that those who watched two or 
more hours of TV per day were twice as likely to become overweight during the 
course of the study. Woodward et al. (1997)
34
 found that the number of hours of 
TV viewing by teenagers was significantly correlated with the number of 
unhealthy food items consumed per day. 
                                                          
31
 Jrank Encyclopedia. Children and advertising, Retrieved from 
http://encyclopedia.jrank.org/articles/pages/6458/children-and-advertising.html#ixzzog 
32
 Anderson, R. E., Crespo, C. J., Bartlett, S. J., Cheskin, L. J., & Pratt, M. (1998). Relationship of 
physical activity and television watching with body weight and level of fatness among children. 
Journal of the American Medical Association, P. 938–942. 
33
 Kaur, H., Choi, W. S., Mayo, M., & Harris, K. J. (2003). Duration of television watching is 
associated with increased body mass index. The Journal of Paediatrics, 143, 506–511. 
34
 Woodward, D. R., Cummings, F. J., Ball, P. J., Williams, H. M., Hornsby, H., & Boon, J. A. (1997). 
Does television affect teenagers’ food choices? Journal of Human Nutrition and Dietetics, 10, 
229–235. 
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Depiction of violence, criminal actions, sex, and vulgar language in 
advertisements is also believed to have a long term impact on the minds of 
children. 
(4) Power of TV advertising as compared to other influences: 
Television advertising is believed to have profound effect on children. This is one 
of the primary reasons why some believe that since children are so 
impressionable, these commercial messages should be banned or at-least, heavily 
restricted. Proponents of advertising to children would argue, however, that 
advertising is merely one influence among many that children come into contact 
with and which shapes their attitudes. Other influences are said to be parents, 
friends, school-recreation centers, information technology -computer games, 
videos, television commercials directed to adults, television in general, shop 
exhibitions and shop activities etc. 
The above discussion presents a picture of how children get influenced by TV 
commercials and what advertising knowledge and beliefs are possessed by 
children between the ages of 4-11 years. But the studies also say that the 
development of further knowledge about specific aspects of TV commercials 
occurs in higher ages (adolescence) as well. 
(5)Adolescents and TV commercial knowledge 
Questions about the adolescent‟s knowledge and beliefs about TV commercials 
as well as assessments of the age at which they attain a mature understanding of 
advertising messages and their intent have been the focus of several studies. 
When the children reach to their adolescence, the studies reveal that they would 
have gained enough knowledge about how TV advertisers use persuasive appeals 
to entice them to buy the products and how much untruthful they are in general. 
A study by Pager, Kritt and Bergemann (1984)
35
 gives the picture of the 
knowledge differences existing between early childhood, middle childhood and 
young adulthood. In their study, they showed commercials for food products to 
                                                          
35
 Pager K. F., Kritt, D., Beregemann.L. (1984). Understanding strategic interactions in television 
commercials: A developmental study”, Journal of Applied Developmental Psychology, P. 145-
161. 
 
INTRODUCTION 
 
 Page 13 
 
children and college students and later asked them to comment on particular 
persuasive strategies used in them. The study reveals that college students were 
more sophisticated in their reasoning, exhibiting their knowledge about how 
advertisers use persuasive appeals. The similar other study conducted by Boush, 
Friestad and Rose (1994)
36
 also concludes that knowledge about specific 
advertising techniques increase when a child enter into adolescence and they 
voice negative attitude about advertising in general which they call skepticism.
 
They define skepticism as consumer‟s attitude towards the motives of and claims 
made by advertisers. It implies that consumers recognize that advertisers have 
specific motives, such as persuading consumers. Therefore advertiser‟s 
communications may be biased and varied in the truthfulness. 
Scholars have also examined different factors that may foster the adolescent‟s 
learning of skeptical attitude towards TV commercials. The common factors 
found by majority of scholars are that of family, peer group, television exposure 
and marketplace knowledge which are briefly discussed below. 
(i) Family: Family environment for communication or parental socialization 
leanings have been considered by many as important in fostering the 
development and learning of skeptical attitude among adolescents towards TV 
commercials. Scholars like Moschis and Mitchell (1986)
37
; Carlson, Grossbart 
and Stuenkel (1992)
38
 believe that the family communication environment can be 
understood in two dimensions: „socio oriented‟ and „concept oriented‟ 
communication. 
                                                          
36
 Boush, D. M., Friestad, M. & Rose, G.M. (1994). Adolescent skepticism towards TV 
advertising and knowledge of advertisers tactics.  Journal of Consumer Research, March, P.471-
482. 
37
 Moschis & Mitchell, L.G. (1986). Television advertising and interpersonal influences on 
teenagers‟ participation in family consumer decision. Advances in Consumer Research, P. 181-
186. 
38
 Carlson, Grossbart & Stuenkel, J. (1992). The role of parental socialization types on differential 
family communication patterns regarding consumption. Journal of Consumer Psychology, P. 31-
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Socio-oriented communication focuses on creating harmonious relationship 
among different family members and encourages adolescents to respect family 
elders. This leads the parents to keep control and check consumption activities of 
adolescents. Whereas concept oriented communication encourages adolescents to 
consider other points of view and develop their own opinions about the world. 
This leads to the development of children‟s own skills and competence as 
consumers. 
According to Mangleburg and Terry Bristol (1998)
39
, concept oriented 
communication is considered to be associated positively with the skeptical 
attitude of adolescents towards TV commercials. In families with such a 
communication environment, parents usually tend to be actively mediating the 
TV commercial influence on adolescents by discussing and viewing commercials 
with them and such discussions tend to develop more critical attitudes among 
children towards TV commercials. 
In contrast, socio oriented communication, they say, is considered to be 
associated negatively with adolescent‟s skepticism towards TV commercials as it 
stresses obedience of adolescents to their parental authority. In such families 
adolescents are more likely to yield to claims made in TV commercials with little 
questioning or critical evaluation. 
(ii) Peers: Peer groups are considered to be important factor having particular 
relevance for adolescent‟s attitude towards TV commercials.  Scholars have 
shown that the tendency of adolescent‟s susceptibility to peer influence is related 
to the skepticism. They have identified two different aspects of peer influence- 
normative peer influence and informational peer influence, each opposite effect 
on skepticism of adolescents towards TV commercials. 
Bearden, Netemeyer and Teel
 
(1989)
40
 while defining the „susceptibility to 
influence‟ refers „normative influence‟ as “the need to identify or enhance ones‟ 
                                                          
39
 Mangleburg,T.F. & Bristol,T. (1998). Socialization and adolescent‟s skepticism towards 
advertising. Journal of Advertising, Vol. xxvii, Number 3. 
 
40
 Bearden, W., Netemeyer,R., Teel,J.E. (1989). Measurement of consumer susceptibility to 
interpersonal influence. Journal of Consumer Research, March, P.472-480. 
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image with significant others through the acquisition and use of products and 
brands, the willingness to conform to the expectations of others regarding 
purchase decisions and „informational influence‟ as the tendency to learn about 
products and brands by observing others and/or seeking information from 
others.” 
Scholars like Mangleburg and Bristol (1998)
41
 say, “One of the important 
contributions of their study is that they were able to provide evidence for unique 
effects of each of these types of influence on skepticism.” They further say that 
they have found susceptibility to normative peer influence to be related 
negatively to adolescent‟s skepticism towards advertising as one is likely to 
reflect willingness to comply with the wishes of peers to enhance one‟s self-
esteem or receive rewards and avoid punishments. “In this situation adolescents 
are more likely to accept what is depicted in TV commercials and therefore less 
likely to be critical of commercial claims,” they say. 
While as susceptibility to in formational peer influence is related positively to 
adolescent‟s skepticism towards TV commercials. In this situation adolescents 
are likely to reflect their willingness to „accept and internalize information‟ from 
friends who have relevant knowledge about advertising which can aid them in 
developing critical orientation towards advertising and hence enhance skepticism. 
However scholars like Boush, Friestad and Rose (1994)
42
, have suggested that 
advertising serves as a normative influence only and the children who are 
susceptible to peer influence are likely to succumb to commercials as well. 
(iii) Television Exposure: Adolescents‟ exposure to television is also related to 
the development of skeptical attitude towards advertising as greater degree of 
exposure may give adolescents more experience by which to judge the TV 
commercials. Consistent with this reasoning, Morschis (1978)
43
 in his study 
                                                                                                                                                             
 
41 Mangleburg,T.F., Bristol,T. (1998). Op.Cit. 
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found „amount of television viewing‟ to be associated positively with 
„adolescents‟ discontent with the consumption process,‟ in which skepticism may 
play a part. As the experience of the adolescent in viewing TV commercials grow 
with the amount of TV exposure, their knowledge of understanding different 
tactics and techniques employed in TV commercials also increases, their ability 
to recognize truthfulness of claims made in TV commercials also increases and 
hence lead to their more skeptical attitude. 
In addition to skeptical attitude towards TV commercials, John (1999)
44
 also say 
that „adolescents usually have firm ideas of what commercials they like and 
dislike and usurp whatever appeals to them as a basis for social conversation and 
identity. They focus more on using commercial messages and meaning to suit 
their own purposes.‟ According to Ritson and Elliott (1998)45, among high school 
students Commercials are often the topic of group conversation, a means of 
belonging and group membership, and a conduit for transferring and conveying 
meanings in day-to-day life. 
(iv) Marketplace Knowledge:  Marketplace knowledge which scholars say is 
itself an outcome of interaction of adolescents with parents, peers and TV 
commercials is positively related to skepticism. The increased knowledge of 
marketplace gives adolescents more ability to evaluate TV commercials, 
recognize techniques that advertisers use, recognize when TV commercials are 
untruthful and misleading. 
Scholars have identified that adolescent‟s interaction with their peers, family and 
TV affect their skepticism primarily because they increase their marketplace 
knowledge. According to Mangleburg and Bristol (1998)
46, „dimensions of 
interaction with factors that disseminating information to teens and thereby 
                                                          
44
 John, D. R. (1999). Through the eyes of a child: children’s knowledge and understanding of 
advertising. In M. C. Macklin, M.C. & Carlson, L. (Eds.). Advertising to children: Concepts and 
controversies. Thousand Oaks, CA: Sage Publications. P.P. 16. 
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 Ritson & Elliot (1998). The social contextualization of the lonely viewer: An ethnographic 
study of advertising interpretation. Working Paper, University of Minnesota. 
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 Mangleburg,T.F., Bristol,T. (1998) Socialization and adolescent‟s skepticism towards 
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enhancing adolescent‟s marketplace knowledge appear to be particularly relevant 
in fostering skepticism.‟  
 
(6) Factors responsible for knowledge development about TV commercials 
among Children: 
So far we have seen that understanding and knowledge development of TV 
commercials proceed in a clear developmental sequence with children entering 
into different stages of life.  Different levels of knowledge and understanding 
emerge as children move from early childhood to middle childhood to 
adolescence. But it is very hard to find a single theory or approach to explain the 
underlying mechanism and factors responsible for this development of children‟s 
understanding and knowledge of TV commercials. For this purpose several 
individual theories and different approaches can be used to shed light on different 
aspects of it. Majority of the theories and approaches like that of Piaget‟s theory 
of cognitive development, Selman framework of child development etc. share a 
focus on factors like perception and mental development of children, their 
increasing experiences with their social environment and viewing commercials. 
With this in mind let‟s discuss number of factors that contribute to such 
developmental trends among children. 
(i) Development in perception level of children: 
In order to explain the difference in development of understanding and 
knowledge of TV commercials among children, several theories have focused on 
the perceptional development of children that occurs at different stages of 
childhood. With the increase in the age the perception level of the children also 
increases so they perceive and respond to different stimuli in the environment 
differently. These changes are thought to illustrate the differences in how 
children of different ages understand TV commercials. 
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In this line of thinking Piaget‟s theory of cognitive development among children 
put forth by Piaget & Inhelder (1969)
47
 can be taken as reference point. They 
proposed four main stages of cognitive development among children: 
Sensorimotor (birth to 2 years); preoperational (2 to 7 years), concrete 
operational (7 to 11 years) and formal operational (11 through adulthood). There 
is vast difference in the cognitive abilities among the children at these stages.   
While explaining the case of children‟s ability of distinguishing TV commercials 
from other programs in the light of these three stages John (1999)
48
 says that 
„children at preoperational stage tend to perceptually bound to readily observable 
aspects of environment and focus on single dimension or limited amount of 
information.‟ That is why he says „children in this stage distinguish commercials 
on perceptual features rather than persuasive intent.‟  In concrete operational 
stage, „children consider several dimensions of stimuli at a time and relate the 
dimensions in a thoughtful and relatively abstract way.‟ That is why among the 
children at this stage the „persuasive intent of TV commercials emerges.‟ And in 
formal operational stage, „children progress to more adult like thought patterns, 
capable of even more complex thought and hypothetical reasoning‟ which leads 
to the „development of knowledge about advertising tactics and appeals.‟ 
(ii) Children’s ability to understanding others perspective: 
Children are believed to gradually develop the abilities to understand his own 
perspective as well as perspective of another person‟s message throughout their 
childhood. This ability helps them to identify, think and respond differently to 
other‟s point of view. In case of TV commercials, children respond to the 
commercial messages according to their ability to understand advertiser‟s 
perspective. He can‟t understand the persuasive intent of TV commercials unless 
he watches them from advertiser‟s perspective. 
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In this case, Selman‟s framework as referred by John (1999)49 seems quite 
informative about how children at different stages develop the abilities to 
understand persuasive intent of TV commercials, advertiser‟s motive of using 
specific tactics and techniques, what advertiser thinks about the viewer and also 
appeals and motives used by them in TV commercials. 
Selman proposes that child‟s abilities to understand another person‟s perspective 
passes through a series of following five stages. (i) Ego-centric stage (ages 3 to 6 
years), at this stage children are unaware of any perspective of their own (ii) 
Role-taking stage (ages 6 to 8 years), at this stage children become aware that 
others may have different opinions or motives, but do not possess ability to think 
about others from their perspective (iii) Self reflective stage (ages 8 to 10) at this 
stage children have ability to consider another person‟s viewpoint (iv) Mutual 
role taking (ages 10 to 12) at this stage children have ability to consider another 
person‟s viewpoint simultaneously with their own (v) Social and conventional 
system role taking ( ages 12 to 15 and above), at this stage children have ability 
to consider different viewpoints based on the context and situation in which they 
occur. 
(iii) Children’s interaction and experience with the environment: 
Children do not develop understanding of different things of the world in 
isolation but with the interaction and experience with the environment they live 
in. His level of understanding develops with the extent of interaction and 
experience with the others. So in case of TV commercials also, his development 
of understanding and knowledge is guided by his experience with variety of 
factors in the environment. The main three factors which have been commonly 
identified by scholars like Carlson et al (1994)
50
; Boush et al. (1994)
51
; Moschis 
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(1978)
52
 are (a) children‟s direction experience with advertising (b) their 
interaction with friends and peers (c) their interaction with parents. 
At early stage of the childhood, children‟s main source of information about the 
market is TV advertising. Even if their knowledge of market place increases with 
their interaction with playmates or shopping with their parents but TV 
commercials play main informational function in their lives and act as their 
window to the world of chocolates, candies, toys etc. Given their large 
dependence on TV commercials and less experience with the market place, which 
is the reason why children in their early ages view them in more reliable and less 
critical manner. 
As the children grow and enter into school or playground their interaction with 
the peers expands. They share lot of their own set of experiences of the market 
with one another which act as their basis of comparison. Despite TV commercials 
still being a great informational source to them, they start learning that 
commercials are sometimes exaggerative and make false claims and they need to 
access other informational sources to find out what they should buy or not. At 
later stages their family communication environment also improves which fosters 
development of children‟s consumer competence and problem solving abilities. 
According to John (1990) 
53
, Once the children grow older, the vast experience 
and interaction with the peers, parents and TV commercials make them to deal 
harshly with differences between advertising promises and actual experience. 
This leads them to develop quite negative attitude and skepticism towards TV 
commercials. 
This viewpoint in general explains that more children rely on TV commercials as 
source of information the more they trust and like them. And their more 
interaction with the parents and peers and experience with the market place more 
they get negative and skeptical about TV commercials. 
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To conclude, the literature available on the subject „TV advertisement and 
children‟ presents impressive picture of how children view TV commercials and 
get influenced by them, when they learn to distinguish commercials from 
television programs, when they discern the persuasive intent of advertising and 
understand the purpose of specific advertising tactics and perceive bias and 
deception behind them. It also shows type of knowledge development about TV 
commercials that takes place among adolescents. It also provides picture of how 
factors like age related cognitive abilities, family, peers and other environmental 
influences contribute to the knowledge developmental trends among children. 
The research evidence shows that cognitive development mediates children‟s 
understanding of and response to television advertising. Other factors, such as 
family intervention, peers, television exposure and consumer experience each 
play a role in helping children understand television advertising directed to them. 
However, cognitive development is considered leading mediator of advertising 
influence on children as children‟s progression through several stages of 
cognitive development leads them to acquire ability to distinguish advertising 
from program content, understand the persuasive intent and develop skepticism 
about advertising. 
Research demonstrates that in reception; understanding and subsequent behavior 
and attitude, children require more than a decade to know the intent, context and 
authenticity of claims and appeals made in advertisement. Research shows that 
children from two to six years of age tend to view commercials as a part of 
program they are watching and generally at the age of five to six tend to 
distinguish commercials from program content. While by seven years of age they 
understand the persuasive intent of advertising and from six to 11 years of age 
they develop the ability to think skeptically about persuasive claims and appeals 
made in advertisements, but may not think about advertisements critically 
without being prompted to do so. Children in their later stage of adolescence 
develop more skepticism and start using cognitive defenses against advertising.   
The research is scanty about the impact of TV advertisements on adolescents of 
Kashmir, who are located in a unique geographical and cultural situation, 
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somewhat different from the plains of India. It is therefore imperative to study the 
impact of TV advertising on adolescents of urban and rural Kashmir.  
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V commercials, children and adolescents is an important and sensitive topic 
and has been subject of critical interest to advertisers, marketers, sociologists, 
psychologists, pediatricians and many others. Researchers and scholars belonging to 
these fields have studied different issues of the subject in a way that satisfied their 
interest. The review of the literature on the subject shows that the main issues 
touched by these scholars include developmental stages of childhood that influence 
children‟s response to television; impact and concerns about repetition of advertising 
on children; children‟s response to the use of program characters, figures, cartoons, 
celebrities and premium offers in TV commercials; television advertising and the 
behavior and attitude of children; children‟s exposure to television advertising and 
their food and beverage preferences; gendered, racial and cultural television 
advertising portrayals and children etc.  
1. Developmental stages of childhood: 
The substantial portion of research on „children and TV commercials‟ has tried to 
know the key developmental stages of childhood that influence children‟s response 
to television advertising. According to Neville, Thomas, & Bauman, (2005)
1
; Sly, 
                                                          
1
Neville, L., Thomas, M., & Bauman, A. (2005). Food advertising on Australian television: The extent 
of children's exposure. Health Promotion International, 20, 105–112. 
 
T 
LITERATURE REVIEW 
 
 Page 24 
 
Hopkins, Trapido, & Ray, (2001)
2
, the view that children progress through stages of 
maturation from infancy through to adulthood remains the dominant paradigm in the 
social and medical sciences. Indeed, contemporary development theories continue 
through the life-span until death. 
Different research studies demonstrate that in reception; understanding and 
subsequent behavior and attitude, children require more than a decade to know the 
intent, context and authenticity of claims and appeals made in advertisement. 
According to John (1999)
3
 , “a review of 25 years of research on children‟s 
television found that children‟s understanding of television progresses throughout 
childhood and adolescence.” This he said, “Occurs in a series of cumulative steps 
from basic ability to distinguish advertisements from programming content, through 
to an understanding of the persuasive intent of advertisements, to detecting bias and 
deception, to knowledge of selling tactics and skepticism as well as appreciation of 
advertising as a source of social meaning.” 
The predominant explanation given by different researchers for developmental 
differences in children‟s understanding and knowledge of advertising focuses on 
aspects of cognitive development that occur during childhood. According to John 
(1999)
4, “children undergo dramatic changes in the way they perceive, organize and 
think about stimuli in their environment. These changes are thought to underline and 
characterize many of the changes observed in how children of different ages view 
advertising.” 
The literature shows that most of the researchers who believe that children‟s 
understanding of advertising occurs in different stages throughout their life, have 
                                                          
2
Sly, D. F., Hopkins, R. S., Trapido, E., & Ray, S. (2001). Influence of a counter advertising media 
campaign on initiation of smoking: The Florida ‛truth’ campaign. American Journal of Public Health, 
91(2), 233–238. 
 
3
John, D. R. (1999). Op.Cit.,P.P.22. 
 
4
 John, D.R. (1999).Ibid. 
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made cognitive developmental stages among children, put forth by Piaget & Inhelder 
(1969)
5
 as a reference point. According to Piaget and Inhelder, children pass through 
following four stages of cognitive development.    
 Birth to two years – sensorimotor stage; 
 Two to six years – pre-operational stage; 
 Six to 11 years – concrete operational stage; and 
 11 years to adult – formal operational stage. 
The sensorimotor stage, says Jeffrey (2007)
6
 , is marked by the child learning about 
and mastering the spatial and object-oriented world by developing and using 
reflexes, habits, reactions, coordination, early logic; understanding of objects as 
permanent even when out of sight; formulating and attaining goals; and emergence 
of creativity.  
According to McNeal (1992)
7, “children at this stage usually view television, 
including advertising, with their parents; see the way their parents watch television 
advertising; and attend to interesting sounds, patterns and colors in advertisements.” 
Valkenburg and Cantor (2002)
8
 says that infants and toddlers can express desire for 
particular sounds, smells and tastes and develop early feelings of want, early 
preferences for objects shown in advertisements and interest in, and preferences for, 
certain features of television advertisements themselves. 
                                                          
5
 Piaget, J., & Inhelder, B. (1969). The Psychology of the Child. New York: Basic Books. 
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7
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The pre-operational stage says Jeffery (2007)
9
 is when children use mental symbols 
like words or pictures; demonstrate intuition; focus on the self; misrepresent the 
physical world (such as not understand complex cause and effect); focus on one 
characteristic of a thing (such as color or shape); group objects on the basis of one 
dimension; and see some features (such as tallness) as larger than other features 
(such as wideness).  
John (1999)
10
 says that the pre-operational stage features children who are 
developing symbolic thought but are still very focused on perceptual properties of 
stimuli. Children at this stage tend to be „perceptually bound to the readily 
observable aspects of their environment‟. 
According to McNeal (1992)
11, “the implications for the role of television 
advertising at the preoperational stage can be broken down into a progression from 
age two until about age six or seven. Beginning around the age of two, children taken 
shopping by their parents begin to make requests for products during shopping 
visits.” Valkenburg and Cantor (2002)12 say that children at this age “begin to nag 
and negotiate with their parents for items, demonstrating their focus on self and 
single qualities, or aspects of a product such as its advertised fun.” By the time 
children are three years of age, says McNeal (1992)
13
, they may start to exercise 
selection of products with their parents‟ permission and supervision and sometimes 
make independent purchases or product selection decisions with parental 
supervision. 
                                                          
9
 Jeffery,E.B. (2007). Op.Cit. 
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 John, D.R. (1999). Op.Cit. 
 
11
 McNeal, J. (1992). Op.Cit. 
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Scholars like Blosser and Roberts (1985)
14
, Wartella (1980)
15
 say that children at the 
pre-operational stage do not distinguish advertising from program content and tend 
to view commercials as a form of ongoing entertainment in line with the programs 
they are watching. It is not until about the age of five, says McNeal (1992)
16
 and 
Kunkel (2001)
17
 , that children can demonstrate very simple awareness of advertising 
as distinct from television programming. 
Next stage in child‟s life is concrete operational stage at which child, says John 
(1999)
18
, can consider several dimensions of a stimuli at a time and relate the 
dimensions in a thoughtful and relatively abstract way. According to Jeffery 
(2007)
19, “it is a period in which children‟s logical thinking is more developed. At 
this stage, children can conceptualize multiple dimensions of a task or problem; 
easily reverse processes or orders of tasks to understand their relationships (such as 
in addition and subtraction of numbers); order objects or steps in serial fashion; 
recognize that physical objects can conserve their properties even though they may 
change other properties (such as the shape of a fixed amount of clay not changing the 
overall mass of the clay); classify objects according to one characteristic; and take 
the perspectives of others and imagine different physical points of view.” 
                                                          
14
Blosser, B. J., & Roberts, D. F. (1985). Age differences in children’s perceptions of message intent. 
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Robertson and Rositter (1974)
20
 say that „the implications for the role of television 
advertising at this stage include slowly developing cognitive, rather than simple 
emotional, defenses against advertising messages‟. John (1999)21 says that at this 
stage children begin to understand the persuasive intent of messages and the purpose 
of advertising; and having the ability to explain the persuasive purpose of advertising 
to others. Children are able to think more abstractly about advertising beyond its 
perceptual features and no longer take commercial messages at face value.  
Kunkel (2001)
22
 in his study has found that children under seven years of age are 
unable to recognize the persuasive intent of advertising messages on television but 
that, by age seven or eight, children have rudimentary skills with which to discern 
persuasive appeals. 
In a study of 153 children ranging from five to eight years old, Bijmolt, Claasen and 
Brus (1998)
23
 found that most children were able to distinguish commercials from 
program content at this age and that the children displayed some insight into 
advertising intent when assessed using non-verbal measures such as drawing (verbal 
measures produced less evidence of insight). As with other studies, a child‟s age was 
positively related to better comprehension and ability to distinguish advertisements 
from programs. A focus group research by Duff (2004)
24
 with 50 UK children, aged 
seven to 11, found that children believe the primary role of advertising is to inform 
and that advertising uses persuasion or pressure primarily to compensate for inferior 
product. 
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 Robertson, T. S., & Rossiter, J. R. (1974). Children and commercial persuasion: An attribution 
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As children‟s cognitive abilities develop, their positive attitude to advertising begins 
to decline. Robertson and Rossiter (1974)
25
 say that as positive attitudes toward 
advertising decline steadily during the concrete operational period, skepticism grows, 
with older children in this stage independently voicing criticism and distrust of the 
persuasive and commercial intent of advertising. 
Brucks et al (1988)
26
 say that by age eight, children have ability to understand 
advertising appeals as well as to reject them; however, most of them do not use this 
ability and generally do not feel the need to think critically about, or reject, 
advertising without prompting by an adult.  
Riecken & Yavas (1990)
27
 say that after age eight, children tend to think negatively 
about television advertising to the point of finding it an irritation and interruption to 
their more goal-directed pursuits, such as enjoying a television program. 
The formal operational stage formulates into adulthood by allowing young people to 
function cognitively much like adults, for example, to think abstractly and make 
inferences; to think in terms of probabilities and grades rather than absolutes; and to 
begin processing information on everything from morality to sexuality and social 
conditions. (Jeffery, 2007) 
At this stage, says John (1999)
28
, children progress to more adult like thought 
patterns, capable of even more complex and abstract thought for concrete and 
hypothetical objects and situations.  
                                                          
25
 Robertson, T. S., & Rossiter, J. R. (1974). Op.Cit. 
 
26
 Brucks, M., Armstrong, G. M., & Goldberg, M. E. (1988). Children’s use of cognitive defenses 
against television advertising: A cognitive response approach. The Journal of Consumer Research, 
14(4), 471–482. 
 
27
 Riecken, G., & Yavas, U. (1990). Children’s general, product and brand-specific attitudes towards 
television commercials. Implications for public policy and advertising strategy. International Journal 
of Advertising, 9(2). 
 
28
 John, D.R. (1999). Op.Cit. 
 
LITERATURE REVIEW 
 
 Page 30 
 
The implications for the role of television advertising at this stage are similar to 
those for adult viewers. In the period between ages 11 and 14, say Robertson and 
Rossiter (1974)
29
 older children and younger adolescents demonstrate higher levels 
of cognitive processing and these, more than the assistance of training or the 
intervention of others, contribute to higher order understanding of the role and 
function of advertising messages. Boush, Friestad and Rose (1994)
30
 say during this 
stage, “children better understand the specific tactics and techniques used by 
professional communicators in advertisements and their skepticism and thinking 
about the role of advertising in contemporary society is more sophisticated.”  
Beyond Piaget‟s approach, says John (1999)31, “concepts associated with 
information processing theories provide additional explanatory power for several 
aspects of children‟s advertising knowledge. Though several formulations of 
information processing theory exist, all share a focus on the acquisition, encoding, 
organization and retrieval of information from memory.”  
According to Roedder (1981)
32, “children belong to one of three segments based on 
their information processing skills: strategic processors, cued processors and limited 
processors.” Strategic processors (age 12 and older), he says, use a variety of 
strategies for storing and retrieving information such as „verbal labeling, rehearsal 
and use of retrieval cues to guide memory searches.‟ Cued processors (age seven to 
11 years) are able to use similar set of strategies to enhance information storage and 
retrieval but only if aided by „explicit prompts and cues.‟ They exhibit production 
deficiencies referring to the fact that they have the ability to use processing strategies 
but do not produce these strategies when needed. Finally most of the children under 
the age of seven are limited processors, with processing skills that are not yet fully 
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developed or successfully utilized in learning situations. „These children exhibit 
mediational deficiencies referring to the fact that they often have difficulty using 
storage and retrieval strategies even when prompted to do so.‟  
2. Impact of repetition of advertising on children: 
Apart from cognitive development of children through various stages, studies have 
also focused on impact of and concerns about repetition of advertising on children. 
The main subject of interest of these studies in this regard have been to know the 
level of attention of children given to the TV advertisement in order to recognize and 
recall them, impact of repetition on the preferences and behavior of children.  
Zuckerman, Ziegler and Stevenson (1978)
33
 in their experimental study with children 
aged between eight and 11 years compared their distribution of attention given to 
program and commercial content, and found that their attention to television is 
sporadic. They placed children in a play room where they were free to watch 
television and play with toys and games and found that children‟s attention to 
television was not high, with 27 per cent of children on average attending to 
television programs, as opposed to 73 per cent on average attending to other 
activities, such as playing. The average proportion of children watching television 
dropped from 27 per cent to 17 per cent when commercials were aired and 
researchers also observed that attention to each commercial dropped over the time 
the commercial ran, suggesting short commercials might work as well as, are better 
than, longer commercials. The research also found that children‟s recognition 
memory of which products had been advertised was poor, with the children 
recognizing an average of 19 out of 36 segments of commercials. 
A study of 77 first grade and 69 fourth grade students of both sexes by Maher et al 
(2006)
34
 examined children‟s processing of television advertisements by testing their 
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recall of stimuli in audiovisual, audio-only and video-only conditions. The research 
investigated how much information children were able to recall from a single 
exposure to a television advertisement, how much accuracy there is in their recall 
and how this recall differs according to age. Results demonstrated that, generally, 
children are able to recall much information from a single exposure to a television 
advertisement accurately and that recall increased with age. Visual information 
appears to be more memorable and readily recalled than audio information with 
visual stimuli tending to have adverse effects on the processing of audio information. 
In addition to the effect of repetition on recall of advertising, studies have explored 
the effect of repetition on preferences for advertised products. Research has 
demonstrated that repetition enhances children‟s recall accuracy and affects 
children‟s stated attitudes and preferences. 
In an experimental study with 151 male children between the ages of eight and 10 
years, Gorn and Goldberg (1980)
35
 examined the effects of repeated exposure to 
commercials on children‟s recall, recognition and preferences. The boys were 
randomized into six groups with five conditions and one control. The control group 
watched an animated program without any embedded commercials. The conditions 
groups watched a cartoon program in which six different advertisements for one 
brand of ice cream were embedded, varying either by the number or combination of 
advertisements shown. The children were more accurate than not in recalling the 
number of advertisements they were exposed to, with no significant difference in 
recall between those who saw the same advertisement and those who saw variations 
of the advertisement. Those who saw three or five advertisements were more likely 
to identify the correct name of the ice cream brand and the number of flavors. While 
repetition improved recall accuracy for specific information, it did not have an effect 
on the participants‟ preferences or planned behavior. 
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Research has examined whether repetition has an impact on behaviors, usually 
observed through questions about whether the child would ask for or purchase the 
product, having seen the advertisement. Goldberg, Gorn, and Gibson (1978)
36
 
showed repeated commercials for HFSS (high fat, sugar and salt) foods to one 
treatment group and public service announcements for eating fruits and vegetables to 
a comparison group. Compared with foods shown less frequently, foods shown 
repeatedly were those the participants said they would purchase. Children shown 
commercials for „healthy‟ foods repeatedly reported negative attitudes to, and 
reduced intentions to purchase, HFSS foods. The authors concluded that exposure 
through repeated viewings of an advertisement can produce both positive and 
negative attitudes depending on the message content. The authors also demonstrated 
that repeated exposure to a television advertisement for a toy makes that toy more 
desirable than a toy shown less often. 
3. Children’s response to programme characters, figures, celebrities and 
premium offers used in television advertising: 
Children‟s understanding of and response to the use of programme characters, 
figures, cartoons and celebrities in television advertising directed to them has been 
the main focus of majority of studies.  
The use of characters, figures, cartoons and celebrities in television advertising to 
children is designed by the professional communicators so as to attract children‟s 
attention to the advertisement, create positive associations between the character and 
the product or brand and ultimately to lead children to pursue the advertised product. 
Literature available on the subject acknowledges that characters are used in 
advertising to improve the persuasive intent of the message.  
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Research study on the Sesame Street television program conducted by Anderson and 
Levin (1976)
37
 demonstrated that characters are effective in attracting children‟s 
attention.  
 In an empirical study, Neeley and Schumann (2004)
38
 summarized the debate on use 
of characters in television advertising directed to children. They concluded that 
industry evidence demonstrates characters are effective at attracting children‟s 
attention (particularly children in the sensorimotor and early pre-operational stages 
of cognitive development), and are effective at helping children connect with 
products by identifying with characters (particularly children between the pre-
operational and concrete operational stages of development). They also found that 
very young children do not differentiate between animated and human characters and 
that, for children in pre-operational and concrete operational stages of development, 
both animated and human characters are effective in creating positive attitudes 
toward products. 
According to Lawrence (2003)
39, “children‟s cognitive level determines which 
character traits appeal to children and what response children may have toward the 
character. In the first instance, characters attract attention and young children 
between infancy and two years are drawn to soft and safe characters that appear 
friendly and have simple, one-dimensional personalities.” Acuff and Reiher (1997)40 
say that between ages two and three, children demonstrate the ability to recognize 
and label characters “they see frequently in television advertisements and begin to 
demonstrate interest in both the character and product being advertised.” Bashford 
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(2004)
41
 says, “Interest in characters intensifies around the age of five, particularly 
for boys, because growing cognitive sophistication affords children the ability to 
discern more detail about the character‟s visual characteristics, by which children in 
the pre-operational stage are able to group, class and express.” According to 
Lawrence (2003)
42, “by the ages of six and seven, when children move into the 
concrete operational stage, humor appreciation emerges and children migrate away 
from characters that are seen to appeal to younger children. Towards the end of the 
concrete operational stage, children aged eight and above appreciate more 
complicated, sophisticated and „edgier‟ characters that appeal to their increased 
analytical skills.” 
Studies have also examined whether the use of characters improve children‟s ability 
to recall, recognize and understand advertising directed to them and whether this 
translates to attitudes, preferences or behaviors. 
One of the most detailed studies available on the influence of televised advertising 
characters on children was that of Mizerski (1995)
43
. The researcher examined 
recognition and attitudes towards various categories of products among 790 
American children between the ages of three and six years. Children were shown 
images of Mickey Mouse, Captain Crunch, Tony the Tiger, Ronald McDonald, Joe 
Camel, the Marlboro Cowboy and Charley Tuna, among others. It was found that as 
the children‟s age increased, the characters were increasingly popular and attitudes 
toward the products represented by the characters also became more favorable. 
Recognition was also positively related to attitudes to the products. This study 
indicated that the use of characters increases in effectiveness as children develop 
cognitively. 
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A recent study of 103 children aged two to five conducted by Neeley and Schuman 
(2004)
44
 explored the effects of animated spokes-character action and voice to 
determine whether this intervening formal feature of an advertisement would 
determine children‟s attention, recognition and attitudes toward a product. The 
researchers say that they found “children were unreliable in their ability to recognize 
the character and product, to report favorable attitudes toward the product or to 
indicate purchase intention.” They also say that they found “a weak positive 
correlation between attention and character recognition and between character and 
product recognition as well as character and positive product attitude.” 
Studies also show that once a television advertisement with a character attracts 
attention, the child‟s recognition of the character may enhance longer-term memories 
of the product and brand. A study of 253 children aged 10 to 17 years in California 
by Chen, Grube, Bersamin, Waiters, & Keefe (2005)
45
 tested children‟s affective 
(liking/disliking) responses to a range of elements featured in advertisements, such 
as people, animals, characters, music, story and humor. The relationship between 
advertising likeability and its potential influence was also tested. It found that 
likeability of advertisements overall was created by positive responses to specific 
elements featured in the advertisements, which correlated to advertising 
effectiveness as measured by purchase intentions for the product and brand. 
Advertisements that focused primarily on product qualities were rated less favorably 
and evoked less desire to purchase the product, indicating that characters would be 
more likely than product qualities to enhance advertising effectiveness. 
Studies have also tried to see the children‟s response to premium offers in television 
advertising directed to them and how these offers grab the attention of children and 
influence their preferences and behaviors.  
                                                          
44
 Neeley, S. M., & Schumann, D. W. (2004). Using animated spokes-characters in advertising to 
young children. Journal of Advertising, 33(3), 7–23. 
 
45
 Chen, M. J., Grube, J. W., Bersamin, M., Waiters, E., & Keefe, D. B. (2005). Alcohol advertising: 
what makes it attractive to youth? Journal of Health Communication, 10(6), 553–565. 
 
LITERATURE REVIEW 
 
 Page 37 
 
Research conducted by Miller and Busch (1979)
46
 says, “Premiums capture attention 
and generate interest in both advertisements and products advertised, and influence 
preferences for products.” However the researchers say that these cognitive and 
affective responses do not translate well to behavioral outcomes such as requests or 
purchases. 
In conclusion of their experimental study, Heslop & Ryans (1980)
47
 say that the use 
of premiums may affect the child‟s preferences, but are less likely to influence the 
child‟s requesting behavior and even less likely to affect the cereal purchased by the 
mother. The authors say that in order to gain increased confidence in the findings, 
different levels of „premium attractiveness‟ and different „advertising approaches‟ 
need to be studied across an even broader age range of children. The research 
suggests that premiums influence preferences, but are imperfect predictors of 
behavior. 
However an observational study of „parent-child interaction‟ in supermarkets by 
Atkin (1978)
48
 suggested that premium appeals do affect behavior. Nearly half of all 
children in the study chose cereals based on a premium offer and many mothers 
reported choosing products based on a premium appeal. “Children who told their 
mothers about a premium were more likely to get the cereal than children who did 
not point out the premium when requesting the product,” says researcher.  
4. TV commercials and use of pester power by children: 
Scholars have also tried to know the relationship between TV commercials and onset 
of socially inappropriate behavior among children like use of pester power. 
According to Jeffery (2007) the term „pester power‟ describes the actions of children 
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such as multiple requests and complaining to persuade parents to purchase goods that 
parents might not otherwise intend to purchase. This phenomenon is most often 
studied in relation to advertised food or toy products 
Many studies like that of Arnas (2006)
49
; Gunter et al., (2005)
50
; Heslop & Ryans 
(1980)
51
; Jarlbro, (2001)
52
; Kunkel (2001); Robertson & Rossiter(1977) have 
demonstrated weak to moderate relationships between exposure to TV advertising 
and the use of pester-power. They conclude that viewing television advertisements 
predicts which products are the bases of pestering behavior and how frequently 
pestering occurs.  
Caron and Ward (1975)
53
 found that children who were exposed to television 
commercials for toys for Christmas not only developed the initial idea for the toy but 
repeatedly pestered their parents to buy it. Children who completed advertising 
diaries demonstrated they regularly pestered parents for toys, foods and other goods 
based on their exposure to advertisements. Isler, Popper and Ward (1987)
54
 say, 
“Children in the pre-operational stage (two to six years) who view television 
advertising more, request more.” 
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Research by Galst and White (1976)
55
 , to determine how much influence television 
advertisements had on unhealthy eating patterns as a result of pestering parents at 
supermarkets suggested, “pester-power may be a function not only of advertising, 
but its intersection with other elements of marketing, such as shop displays.” This 
study divided children into two groups: one which viewed television advertisements 
and one which did not. While the authors observed a positive relationship between 
television advertising exposure variables and the number of requests made at the 
supermarket, they concluded that television advertising interacts with other stimuli to 
effect children‟s pestering. 
A study by Brody, Stoneman, Lane and Sanders (1981)
56
 attempted to assign a more 
definite influential cause of food commercials on children‟s tendency to pester their 
parents into purchasing foods. Mothers and their children were divided into three 
groups: a mother-child viewing group who watched a program with embedded food 
product advertising; a child-only viewing group who watched the same content, but 
without their mothers present; and a control group of mothers and children who 
viewed the same program, but without the food product advertising. After viewing, 
mothers and their children were sent into a large room resembling a grocery store 
and were instructed to shop as they normally would for a week‟s worth of groceries. 
The study says, “Children in the groups that saw the commercials made twice as 
many attempts to persuade their mothers to buy the food products advertised than the 
children in the control (no commercials) group.” 
An experiment by Robinson, Saphir, Kraemer, Varady and Haydel (2001)
57
 
examined the effect of a classroom education program in media literacy to reduce the 
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effects of media exposure on children‟s pestering behavior for toys. One of the 
findings of this naturalistic pre-test post-test experiment with 105 students between 
the ages of eight and nine was that children and parents who reported reductions in 
television viewing over the duration of the study both reported fewer purchase 
requests. The conclusion from this research is that „television viewing time 
(including advertising and program content) is positively correlated with pestering.‟ 
Cognitive development researchers like Pecora (2007)
58
, Galst and White (1976)
59
 
indicated that younger children were more likely to pester than older children, but 
that older children were more successful in using pestering to get their mothers to 
make purchases than younger children.  
5. TV commercials and Children’s food and beverage preference:  
Substantial amount of literature on children and advertising reflects the relationship 
between TV advertising and their food and beverage preferences. Advertisements 
may lead to misconceptions among children about the nutritional value of certain 
foods. The study by Ross, Campbell, Huston Stein & Wright (1981)
60
 found that 
children, “who view advertising tends to make erroneous claims about the nutritional 
values of different foods.” An analysis of children‟s television programming in the 
US by Kotz and Story (1994)
61
 revealed that 49 per cent of food advertisements had 
implicit messages that the food was nutritious or healthy. 
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The survey study conducted by Signorielli and Staples (1997)
62
 in US establishes 
relationship between the amount of television viewed and a preference for unhealthy 
foods. They argued that children learn acceptable behavior through watching 
television and the obesity-promoting theme of television continues to be prevalent in 
advertisements and accepted by viewers, particularly children. Consequently, 
children can become confused and consider unhealthy foods to actually be healthy. 
Hastings et al (2003)
63
 conducted a randomised control trial with preschoolers of two 
to six years of age. Children viewed a popular cartoon either with or without 
embedded advertisements. Children were subsequently asked to identify their 
preference for similar pairs of food products, one of which appeared in the 
advertisement. It was found that children who were exposed to the advertisements 
were more likely to choose the advertised product than those who were not exposed 
to the advertisements. It took only one or two exposures to the 10 to 30 second 
advertisement to influence the children‟s preferences. The greatest preference 
differences were for products that had two advertisements rather than one. 
Galst and White (1976)
64
 found a positive relationship between a child‟s attention to 
commercials in an experimental setting and the number of purchase influence 
attempts (PIA‟s) the child made on a later trip to a supermarket. Television exposure 
at home was also correlated with PIAs. The single most frequently requested items 
were cereals, 8% of total PIAs. If cookies, candy, gum and snaks were combined, 
however, this category would have the most PIAs (22%). 
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Golgberg, Gorn and Gibson (1978)
65
 found that children‟s snack preferences were 
influenced by the types of foods they saw advertised. Children who saw commercials 
for sugared snacks and cereals were significantly more likely to say they preferred 
highly sugared products than children who saw public service announcements for 
wholesome foods or children in control group. Those who saw a pro nutrition TV 
program chose fewer sugared snacks than the control group.  
Scammon and Christopher (1981)
66
 reviewed a number of experimental studies 
dealing with the impact of televised food-oriented messages on children. Overall 
they found that exposure to these messages affected behavior. Pro-nutritional 
messages increased children‟s knowledge of desirable health behaviors, while 
exposure to ads for sugared products increased children‟s preference for sugared 
foods and led to greater consumption of sugared foods. 
The Hastings et al (2003)
67
 review reported that the Norton et al. (2000) found that 
„television advertising was significantly associated with preferences for a small 
number of foods, and that this occurred independently of other motivational factors 
influencing food preferences‟ but that „it was not possible, from the results 
presented, to judge the strength of influence of advertising relative to the other 
influences examined‟. 
As the Norton study suggests, factors other than television advertising influence 
children‟s food preferences. Young (2003b)68 identified a number of cultural 
influences on children‟s food preferences besides television advertisements and 
argued that children have their food preferences set before they are able to 
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understand the content and motivation behind food advertising. He also says that 
non-media social influence on food habits, as well as the early influence of family 
and friends who determine the products young children will consume, are more 
direct causal factors of obesity. 
As to the influence of food advertising on children‟s behaviour, an experimental 
study by Galst (1980)
69
 demonstrated that healthy food commercials over a four-
week period increased children‟s selections of healthy foods, but only when 
accompanied by the positive comments of adults in conjunction with the advertising 
message. 
A correlational study found that children tend to request food they remembered from 
advertisements. Hitchings and Moynihan (1998)
70
 asked children to recall as many 
food advertisements as possible, and those results were correlated with their 
purchase requests and food consumption. Out of the 10 most commonly remembered 
food advertisements, four were also among the 10 most commonly requested food 
products. 
As to actual consumption behavior, research is equivocal. Concluding that there is 
modest evidence of an effect of food promotion on consumption behavior, Hastings 
et al. (2003)
71
 stated that „effects were sometimes inconsistent and were not found in 
all the studies, but were found in sufficient studies to suggest that food promotion 
can, in some contexts, influence children‟s food consumption behavior‟. 
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A substantial body of research has also indicated the direct relationship between TV 
commercials and obesity among children. According to Schacter (1971)
72, “The 
classic externality theory of obesity postulates that the obese are more influenced by 
external stimuli than are the lean.” According to Halford et al (2003)73, “Direct 
exposure to certain types of food, such as processed and snack foods high in fat and 
sugars, generally energy dense, may contribute to the development of child obesity. 
A critical indirect influence on children‟s food choices and intake may be advertising 
of foods on television.”  
According to Anderson et al (1998)
74
 , “Many correlational studies have 
demonstrated an association between the duration of TV viewing and levels of 
overweight and obesity in both children and adolescents.” 
Research study conducted by Kaur, Choi, Mayo, and Harris (2003)
75
 found that at 
the three-year follow up that those who watched two or more hours of TV per day 
were twice as likely to become overweight during the course of the study.  
Robinson in his 6-months intervention study in which children‟s television viewing 
was substantially limited found that rise in fat deposition were significantly less than 
in a control group without intervention. These data also support the hypothesis that 
exposure to current television programming helps to cause weight gain in children. 
A very substantial proportion of research on children‟s preferences and consumption 
patterns in relation to advertising centres on alcohol and tobacco. According to Sly et 
                                                          
72
Schacter, S. (1971). Emotions, obesity and crime. New York: Academic Press. 
 
73
 Halford,J.C., Gillespie,J., Brown,V., Pontin,E., Dovey, T.M. (2004). Effect of television 
advertisements for foods on food consumption in children. Appetite 42, 221–225. 
 
74
Anderson, R. E., Crespo, C. J., Bartlett, S. J., Cheskin, L. J., & Pratt, M. (1998). Relationship of 
physical activity and television watching with body weight and level of fatness among children. 
Journal of the American Medical Association, 179, 938–942. 
 
75
Anderson, R. E., Crespo, C. J., Bartlett, S. J., Cheskin, L. J., & Pratt, M. (1998). Relationship of 
physical activity and television watching with body weight and level of fatness among 
children..Journal of the American Medical Association, 179, 938–942. 
 
LITERATURE REVIEW 
 
 Page 45 
 
al (2001)
76
 , “much of it centres on pro-social, anti-smoking or responsible drinking 
advertising campaigns mostly directed at adolescents.” Research on these pro-social 
campaigns demonstrates that despite their small number, they appear to affect 
attitudes and intentions (Block, Morwitz, Putsis & Sen, 2002
77
; Hafstad & Aaro, 
1997
78
;  Pechmann & Reibling, 2006
79
). 
According to Collins, Ellickson, McCaffrey & Hambarsoomians, (2005)
80
, research 
on the effects of alcohol and tobacco advertisements demonstrates that „exposure 
leads to greater awareness and predicts more positive attitudes to smoking and 
drinking.‟ Research by Braverman & Aaro, (2004)81 with Norwegian adolescents, 
where tobacco advertising is banned on television and in print, found that „half of the 
sample nevertheless had been exposed to advertising of tobacco and that more 
exposure predicted a greater likelihood of smoking or intentions to smoke.‟ 
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The study, conducted by Richard, Krugman, Fletcher and Paul (1998)
82
 focused on 
to understanding how adolescents attend to advertising of cigarette and beer products 
and associated cautionary statements.  They concluded that adolescents have 
substantial interest in smoking and drinking. High school students spent more time 
viewing advertising for a beer brand than they spent viewing advertising for a 
popular soft drink brand and as much as they spent looking an ad for a skin 
protection product. They say that „about one third of the sample adolescents did not 
look at the cautionary statements or warning messages.‟  
While tobacco and alcohol studies indicate that advertising does impact on 
awareness, attitudes and intentions, other regression research like that of  Mowery et 
al., (2004)
83
 that examined cigarette smoking in terms of contextual factors such as 
family, peers and experience with alcohol, found „advertising to be a poor predictor.‟ 
So in conclusion, we can say that during past several decades, scholars have 
achieved a deeper and broader understanding of a number of different aspects of the 
relationship between advertising and children. The studies reported across the 
disciplines of marketing, communication, psychology and sociology reflect that TV 
advertising have cognitive, emotional, social and behavioral influences on children. 
Being scientific enquiry, research regarding children and advertising will continue to 
expand and new theories will be developed, applied from other fields, or both, there 
will be new constructs, measures and procedures. 
From the above review it becomes clear that lot of research has been already done on 
the subject „TV commercials and children‟ covering several aspects and issues about 
it and providing evidences from different places of world. But also the fact is that no 
such research has been conducted in Kashmir which would provide evidence about 
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the subject from here, so it was found imperative to conduct a study on the subject in 
urban, semi urban and rural areas of Kashmir.  
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1. The study: 
The present study is an attempt to know the relationship between TV commercials 
and different aspects of life of adolescents in Kashmir. The study is not only first of 
its kind in Kashmir but is different from those conducted previously in other parts of 
world in several aspects. Firstly, in order to have an overall view of this issue in 
Kashmir the study does not focus on single particular aspect of the subject but unlike 
previous studies, on several aspects simultaneously. The study tries to focus on 
impact of TV commercials on the overall consumer behavior, purchasing decisions 
and life styles of adolescents and simultaneously their attitude towards specific 
aspects of TV commercials as well. Secondly the study attempts to know the varying 
impact of TV commercials with the background, gender, age and education level of 
adolescents. Thirdly the study tries to gauge the attitude of parents towards the 
specific aspects of TV commercials and adolescents also. The study has been 
conducted in such areas of Kashmir (Srinagar and Baramulla districts) where 
penetration of cable TV and other satellite TV services, through which adolescents 
are regularly targeted with commercials, is quite a new phenomenon and with varied 
penetration and viewing facilities. In Srinagar, cable TV was introduced some 15 
years ago where as in major parts of Baramulla it has been introduced 3-5 years ago. 
Again the rural areas of Baramulla are still experiencing television viewing difficult 
owing to non availability of cable TV, satellite signal, electricity and proper TV set. 
So the study focuses on the first generation of adolescents who have grown up in 
ways and in households dramatically different from the households of two decades 
past.  It is plausible to assume that cognitive filtering of advertising, link between 
advertising and purchase among the adolescents of this generation will be different 
than previous generations.  
2. Objectives of the study: 
The main objective of this study is to see the overall impact of TV commercials on 
the attitude and behavior of adolescents. More specifically, the objectives are to 
study the following: 
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1. To know the impact of TV commercials on the attitude and behavior of 
adolescents, particularly on their consumer behavior, purchasing decisions, actions, 
life styles and their viewing pattern of TV commercials. 
2. To know the attitude of adolescents towards the specific aspects of TV 
commercials e.g. adolescent’s perception about the role and authenticity of TV 
commercials and their level of skepticism towards them.  
3. To know the extent and difference of impact of TV commercials on adolescents 
with their background, gender, age and educational level.  
4. To know the attitude of parents towards the specific aspects of TV commercials 
e.g. their perception about the role of TV commercials on the life of adolescents, TV 
commercials educational and informational level and other ethical aspects involved 
in TV commercials.   
3. Hypothesis:  
1. TV commercials influence the purchasing behavior, consumer choice and ground 
life style of adolescents by appealing their emotions in particular.   
2. Adolescents are less skeptical and have positive attitude towards TV commercials 
and their authenticity. 
3. Impact of TV commercials varies with background, age, gender and education 
level of adolescents. 
4. Parents have negative attitude towards the role of TV commercials in the lives of 
the adolescents and their views do not change with their background and gender.  
4. Universe: 
The research study consisted of two parts, the first part was aimed to determine 
impact of TV commercials on adolescents and their attitude towards TV 
commercials and second part was aimed to see the attitude and opinion of parents 
regarding the impact of TV commercials on adolescents. To conduct the study, 
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Srinagar and Baramulla districts of Jammu and Kashmir were purposely selected as 
areas of research because of certain reasons. 
The primary reason for selecting these two districts was to get both urban (Srinagar) 
and rural (Baramulla) areas included into the study so as to see the impact of TV 
commercials on adolescents with urban and rural background. The main 
characteristics which differentiate the two districts as urban and rural are market 
arena and extent of penetration of Television (including cable and satellite TV 
facilities) in these areas.  
Srinagar district has been witnessing several changes in market arena for last several 
decades due to greater assortment of products and services and also penetration of 
cable and other TV services there is high and almost two decades old. So the 
adolescents in Srinagar have high exposure to TV commercials and to the products 
and services available in the market.  While as in Baramulla district market is not so 
huge and also extent of penetration of cable and other TV services is low and thus 
less exposure of adolescents to TV commercials and products available in market. 
This would help to see the influence of market and extent of TV penetration on the 
relationship between TV commercials and adolescents. 
5. Sampling plan: 
Given the largeness of area of study and inclusion of equal number of respondents 
with different background like age, gender, education level, socio economic level 
etc. ‘purposive random sampling’ was used.   
The sampling was drawn at two stages, at first stage 300 (adolescents) respondents 
were included in the sample. For adequate representation of different socio-economic 
backgrounds of adolescents the sample included 150 respondents each from Srinagar 
and Baramulla districts representing urban and rural population respectively. Out of 
150 respondents from each districts equal number of respondents (50 each) were 
from three different age groups (13-14, 15-16, 17-18), half (75) were males and 
another half (75) were females. Among 75 male respondents, 38 were literates and 
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37 were illiterates and among 75 female respondents, 37 were literates and 38 were 
illiterates.  
For second stage of sampling 50 (parent) respondents were taken, out of which 25 
parent respondents were purposely taken from each districts of Srinagar and 
Baramulla representing urban and rural background. Out of 25 respondents from 
Srinagar district, 13 respondents were purposely taken as males and 12 respondents 
as females and out of 25 respondents from Baramulla district 12 males and 13 
females were purposely taken. Every 5
th
 to 7
th
 respondent’s parent was selected for 
the study as parent respondent, till the desired numbers of parent respondents were 
drawn. 
6.  Tools of investigation: 
For both the parts of the study, data was collected with the help of a pre structured 
questionnaires/interview schedule (given in appendix-1 and appendix-2) developed 
in simple words to convey the real and full meanings. The purpose of the study was 
not disclosed so as to avoid the bias in responses. The questionnaires were also 
pretested to see whether the respondents would face any difficulty in understanding 
and answering the questions. Literate respondents were given questionnaires and 
illiterate respondents were administered the interview schedule.    
Both the questionnaires consisted two parts the first part of the questionnaire was 
aimed at getting basic information relating to the respondents socio-economic 
background and their habits, decisions, motives, likes and general attitude towards 
TV commercials. The second part consisted of a set of statements regarding the 
specific attitude of respondents towards certain aspects of TV commercials. For this 
purpose several statements were framed and the intensity of the respondents feeling 
was measured for each of the statements on five point scale. The responses ranged 
from strongly agree to strongly disagree with indifference (don’t know) as the 
middle position. These were also pretested. The respondents were instructed to go 
through all statements carefully and mark one which they found appropriate.  
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7. Collection of Data: 
The literate respondents, both boys and girls were taken from different schools and 
tuition centers in Srinagar and Baramulla districts which were selected purposely 
based on their availability. Illiterate respondents were taken on the basis of their 
availability in both the districts. Questionnaires were personally given to the 
respondents in order to get their response and were filled by the respondents 
themselves. Except in case of illiterate respondents, interview schedules and 
questionnaires were filled by researcher himself after properly explaining questions 
to respondents and getting responses from them.  
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he collection of data followed the rigorous exercise of analyzing data. The 
results are present in two parts, part-1 deals with analysis of data collected 
from adolescent respondents and part-2 deals with analysis of data collected from 
parent respondents. 
(Part 1) 
(Data analysis of adolescent respondents) 
In order to understand the nature and characteristics of various respondents, 
who were included in the study, the information according to their socio-economic 
background and their attitude towards TV commercials was analyzed. This included 
the socio-economic and demographic characteristics of respondents such as sex, 
rural/urban background, age, level of education, family monthly income, motives, 
tastes, likes, needs etc. The distribution of the respondents according to these 
demographic features is as under: 
Respondents according to their gender: 
Gender No. of respondents Percentage 
Male 150 50% 
Female 150 50% 
 
          Table 4.1.  Distribution of respondents according to their gender 
Table 4.1 shows that fifty percent of the respondents were males and another fifty 
percent were females. This was purposely done to ensure equal participation of male 
and female respondents in the study, so as to examine the relationship, if any, 
between TV commercials and gender of adolescents. 
 
 
 
 T 
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Respondents according to their rural and urban background: 
Background No. of respondents Percentage 
Rural 150 50% 
Urban 150 50% 
 
        Table 4.2.  Distribution of respondents according to their background 
Table 4.2 above shows that half of the respondents (50%) had rural background and 
other half of respondents had urban background. The equal number of respondents 
from both rural and urban background was again purposely chosen so as to see the 
impact of TV commercials on adolescents with different background. Respondents 
with rural background were selected from the rural areas of Baramulla district where 
as urban respondents were selected from Srinagar district. In fact some rural students 
are also found in Srinagar schools and Baramulla schools have some students from 
far off places including border areas. 
Respondents according to their age: 
Age group Number of respondents Percentage 
13-14 years 100 33% 
15-16 years 100 33% 
17-18 years 100 33% 
[ 
     Table 4.3. Distribution of respondents according to their age 
Table 1.3 above shows that the 33% of respondents belonged to the age group of 13-
14 years, 33% of respondents belonged to age group of 15-16 years and 33% of 
respondents belonged to age group of 17-18 years. The respondents were purposely 
selected from three different age groups so as to see the Impact of TV commercials 
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on adolescents with varying age groups. Research in the past has indicated that 
children of different age groups respond differently to advertisements. 
Respondents according to their education level: 
Education level No. of respondents Percentage of respondents 
Literate 150 50% 
Illiterate 150 50% 
 
     Table 4.4. Distribution of respondents according to their education level 
In order to see the relationship between the literacy level and impact of TV 
commercials on adolescents, equal numbers of literate and illiterate respondents were 
purposely included in the sample. Table 1.4 above shows that 50% of respondents 
were literate and 50% of respondents were illiterate. Literate respondents were taken 
into the sample from different schools and private coaching centers located at 
different places in Baramulla and Srinagar district while as illiterate respondents 
were taken from same districts from different working places. 
Respondents according to their family monthly income 
Monthly Income levels No. of respondents Percentage 
Below Rs. 15,000 48 16% 
Rs. 15,000 to 30,000 96 32% 
Above Rs. 30,000 156 52% 
 
 
             Table 4.5. Distribution of respondents according to family monthly income 
Table 1.5 tells that majority of respondents (52%) were from upper income 
group, 32% belonged to the middle income group and 16% were from the lower 
income group. 
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Respondents according to their parents’ occupation 
Occupation No. of respondents Percentage 
Business 78 26% 
Government servant 168 56% 
Agriculturist 30 10% 
Business executive 24 8% 
 
Table 4.6.  Distribution of respondents according to their parent’s occupation 
The table 4.6 above shows that majority of respondents (56%) have their parents in 
government service, ranging from class fourth to officers. 26% of respondents’ 
parents are businessmen, 10% of respondents’ parents are agriculturist and 8% of 
respondents’ parents work as business executives. 
Respondents’ ownership of the electronic gadgets and services at their homes 
Name of gadget or service No. of respondents Percentage 
Radio 290 97% 
Television 300 100% 
VCR/DVD 50 17% 
Telephone/Mobile 291 97% 
Cable 193 64% 
DTH 62 21% 
Internet 90 30% 
 
Table 4.7. Distribution of respondents according to the electronic gadgets they own in their 
homes. 
RESULTS AND DISCUSSION 
 Page 57 
 
Table 4.7 above shows that 97% of respondents have radio at their homes, 100% of 
respondents own TV sets at their homes, 63% of respondents receive TV signal 
through cable whereas 21% of respondents receive it through DTH or dish antenna, 
17% have electronic gadgets like VCR or DVDs, 97% of respondents have telephone 
or mobile services available at their homes. Internet service is available to 30% of 
respondents. 
Respondents according to ownership of TV sets and services available to receive 
TV signal.  
Possession of TV and TV 
services 
No. of respondents Percentage 
TV sets 300 100% 
Cable 193 64% 
DTH/Dish 62 21% 
Antenna 45 15% 
 
Table 4.8. Distribution of respondents according to ownership of TV sets and TV service in their 
homes. 
Table 4.8 above shows that all the respondents (100%) have access to TV out of 
which 64% receive TV signal through cable service, 21% get it through DTH or Dish 
TVs, where as 15% of respondents get it through general antenna. 
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Respondents according to the TV programs they mostly watch: 
TV program No. of respondents percentage 
News 27 9% 
Films 291 97% 
Film based programs 23 8% 
Serials 289 96% 
Documentaries 34 11% 
Sport s 153 51% 
Table 4.9. Distribution of respondents according to the TV programs they mostly watch. 
Figure 4.9 shows that majority of the respondents mostly watch films (97%) and 
serials (96%), while as 51% of respondents watch sports, 11% of respondents watch 
documentaries and 9% mostly watch news and 8% watch film based programs. From 
the table it is clear that entertainment and sports programs enjoy a high percentage of 
viewership compared to news and education programs. 
Respondents’ liking/disliking for TV commercials: 
Opinion No. of respondents Percentage 
Like TV commercials 209 70% 
Don’t like TV commercials 91 30% 
Like them better than TV 
programs 
43 14% 
 
Table 4.10(a). Distribution of respondents according to their liking/disliking of TV commercials 
Table 4.10(a) reveals that out of total respondents (300), majority of respondents 
(70%) like TV advertisements and 30% of respondents do not like TV commercials. 
70% of respondents includes 14% of the respondents who like them more than TV 
programs. 
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Table 4.10(b) below gives the further distribution of respondents according to their liking and disliking of TV commercials on the 
basis of their background, age, gender and education level. 
 
 
 
 
 
 
 
 
 
Table 4.10(b). Distribution of respondents’, according to their background, gender, age and education level, liking or disliking for TV commercials. 
The table 4.10(b) shows that majority of respondents from both rural and urban background, 59% and 78% respectively, like TV 
commercials while the rest do not like them. 8% of rural and 19% of urban respondents like them more than other TV programs. 
This means that background of the respondents does not have marked difference on the liking and disliking of TV commercials. 
However the urban respondents, with slight majority, like TV commercials more than rural respondents
Opinion Background Age (in years) Gender Education 
 Rural Urban 13-14 15-16 17-18 Male Female Literate Illiterate 
Like TV 
commercial 
89 
(59%) 
117 
(78%) 
76 
(76%) 
69 
(69%) 
61 
(61%) 
86 
(57%) 
121 
(81%) 
86 
(57%) 
114 
(76%) 
Don’t like TV 
commercial 
61 
(41%) 
33 
(22%) 
23 
(23%) 
31 
(31%) 
39 
(39%) 
64 
(43%) 
29 
(19%) 
64 
(43%) 
36 
(24%) 
Like them 
better than TV 
programs 
12 
(8%) 
29 
(19%) 
19 
(19%) 
14 
(14%) 
8 
(8%) 
17 
(11%) 
26 
(17%) 
14 
(9%) 
26 
(17%) 
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Also the table above shows that majority of respondents from across the three 
selected age groups like TV commercials (76% of 13-14 age group, 69% of 15-16 
age group and 61% of 17-18 age group), while the rest do not like TV commercials 
at all. Also 19% of 13-14 age group, 14% of 15-16 and 8% of 17-18 like TV 
commercials more than other TV programs. This also reveals that age of the 
respondents don’t have marked difference on the liking and disliking of TV 
commercials. However the adolescents in lower age groups, with slight majority, like 
them more than adolescents with higher age groups. Thus it can be concluded that 
the liking of TV commercials decreases slightly with increase in the age of 
adolescents. 
Majority of, both male and female respondents, (57% and 81% respectively) like TV 
commercials while the rest don’t like them. Also 11% male 18% female respondents 
like them more than other TV programs. This reveals that the gender of the 
respondents does not affect the liking and disliking of TV commercials. However the 
female respondents, the table reveals like TV commercials more than male 
respondents. 
Among literate and illiterate respondents majority like to watch TV commercials 
(57% literate and 76% illiterate respondents) while 9% literate and 17% illiterate like 
TV commercials more than other TV programs. This means that literacy rate of the 
respondents does not have any marked difference on their liking and disliking of TV 
commercials. However the table reveals that illiterate respondents, with slight 
majority, like TV commercials marginally more than literate respondents. 
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When do respondents watch TV commercials? 
Time of watching TV 
commercials 
No. of respondents Percentage 
Between your favorite program 183 61% 
Whenever they are telecast 89 30% 
At any particular time 28 9% 
Table 4.11(a). Distribution of respondents according to their time of watching of TV 
commercials 
Table 4.11 (a) above shows the distribution of respondents time of watching TV 
commercials. The table reveals that majority of respondents, (61%), watch TV 
commercials between their favorite TV programs, which is followed by 30% of 
respondents who watch them whenever they are telecast while as only 9% of 
respondents watch them at any particular time. 
The table 4.11 (b) gives further distribution of respondents on the basis of their 
background, age, gender and education level. 
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Timing Background Age (in years) Gender Education 
 Rural Urban 13-14 15-16 17-18 Male Female Literate Illiterate 
Between 
favorite 
program 
98 
(65%) 
85 
(57%) 
53 
(53%) 
61 
(61%) 
69 
(69%) 
97 
(65%) 
86 
(57%) 
82 
(55%) 
100 
(67%) 
Whenever they 
are telecast 
45 
(30%) 
49 
(33%) 
39 
(39%) 
29 
(29%) 
24 
(24%) 
46 
(31%) 
50 
(33%) 
54 
(36%) 
30 
(20%) 
At any 
particular time 
7 
(5%) 
16 
(10%) 
8 
(8%) 
10 
(10%) 
7 
(7%) 
7 
(4%) 
14 
(10%) 
14 
(9%) 
20 
(13%) 
Table 4.11(b). Distribution of respondents, according to their background, age, gender and educational level, time of watching TV commercials. 
The table above shows that majority of rural and urban respondents (65% and 57% respectively) watch TV commercials between 
their favorite programs, 30% rural and 33% urban respondents watch then whenever they are telecast while the rest watch it at any 
particular time. 
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In case of respondents of different age groups, majority of respondents, 53% of age 
group 13-14, 61% of age group 15-16 and 69% of age group 17-18 watch them 
between their favorite programs, while 39% of respondents of age group 13-14, 29% 
of age group 15-16 and 24% of age group 17-18 watch TV commercials whenever 
they are telecast and the rest watch them at any particular time. 
The table also shows that majority of respondents of both gender groups, 65% male 
and 57% female, watch commercials between their favorite programs. Also 31% 
male and 33% female watch them whenever they are telecast and the rest watch them 
at any particular time. 
Majority of both literate and illiterate respondents, 55% literate and 67% illiterate, 
respondents watch them between favorite programs. 36% literate and 20% illiterate 
respondents watch them whenever they are telecast and the rest watch them at any 
particular time. 
Therefore the table reveals that irrespective of their back ground, gender, age and 
educational level, majority of respondent watch TV commercials between their 
favorite programs and minority of them give any particular time to TV commercials. 
On the basis above figures, it can be safely concluded that majority of children 
across various demographic sections like watching TV commercials as and when 
they are telecast especially in between their favorite TV programs. 
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Respondents’ opinion of role of TV commercials 
Opinion No. of respondents Percentage 
Commercials introduce new product in 
family list 
159 53% 
Reinforce familiarity of product 45 15% 
Convince to purchase the product 66 22% 
Act as time saver during shopping 21 7% 
Can’t say anything 
 
9 3% 
Table 4.12(a). Distribution of respondents according to their opinion regarding the role of TV 
commercials 
Table 4.12 (a) above shows that 53% respondents believe that commercials introduce 
new product in family list, 15% respondents believe that commercials reinforce 
familiarity of product, 22% believe that they convince to purchase the product, 7%of 
respondents believe that commercials act as time saver during shopping while as a 
small section 3%, said that they can’t say anything. This shows that majority of 
respondents in general have positive attitude towards TV commercials and believe 
that they help in introducing new product, reinforcing their familiarity, act as time 
saver during shopping and very less believe in convincing power of the commercials. 
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Opinion Background Age (in years) Gender Education 
 Rural Urban 13-14 15-16 17-18 Male Female Literate Illiterate 
Introduce new product 79 
(53%) 
8  
 (45%) 
41 
(41%) 
23 
(23%) 
21 
(21%) 
72 
(48%) 
67 
(45%) 
56 
(37%) 
61 
(41%) 
Reinforce familiarity 22 
(15%) 
17 
(11%) 
23 
(23%) 
21 
(21%) 
19 
(19%) 
25 
(17%) 
27 
(18%) 
38 
(25%) 
42 
(28%) 
Convince to purchase 
the product 
33 
(22%) 
51 
(34%) 
11 
(11%) 
41 
(41%) 
49 
(49%) 
36 
(24%) 
21 
(14%) 
29 
(19%) 
23 
(15%) 
Act as time saver 10 
(7%) 
10 
(7%) 
16 
(16%) 
13 
(13%) 
9 
(9%) 
14 
(9%) 
31 
(21%) 
26 
(17%) 
14 
(9%) 
Can’t say anything 6 
(3%) 
4 
(3%) 
9 
(9%) 
2 
(2%) 
2 
(2%) 
3 
(2%) 
4 
(2%) 
1 
(2%) 
10 
(7%) 
 
 Table 4.12 (b). Distribution of respondents, according to their opinion regarding the role of TV commercials as per their background, gender, age and       
educational  level
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The table 4.12(b) above shows that 53% rural and 45% urban respondents are of the 
opinion that TV commercial help in introducing new product, 15% rural and 11% 
urban say that they reinforce familiarity of product, 22% rural and 34% urban say 
that they convince to purchase the product while 7% of both rural and urban 
respondents say that TV commercials act as time saver. The rest did not say 
anything. This shows that background of the respondents did not have marked 
difference on the attitude of adolescents about the role of TV commercials as  
majority from both the categories believe that TV commercials help in introducing 
new product to them, reinforcing their familiarity and act as time saver. 
Table also shows that 41% respondents of age group 13-14, 23% of 15-16 and 21% 
of 17-18 say that TV commercials help in introducing new products. 23% 
respondents of age group 13-14, 21% of 15-16 and 19% of 17-18 say that TV 
commercials reinforce the familiarity of products, 11% respondents of 13-14, 41% of 
15-16 and 49% of 17-18 say that TV commercials convince to purchase the products, 
16% of 13-14, 13% of 15-16 and 9% of respondents of age group 17-18 say that TV 
commercials act as time saver while the rest did not say anything. 
The table reveals that age of the respondents have not much difference on their 
attitude towards role of TV commercials, majority from all the age groups believe 
that TV plays positive role by introducing new products to them, reinforcing 
familiarity of products and act as time saver. Minority from all the age groups 
believe that TV commercials have convincing factors in them. However the table 
says that understanding of convincing factors of TV commercials increase with the 
age of the respondents. 
According to the above table 48% male and 45% female respondents say that TV 
commercials introduces new product, 17% male and 18% female say that TV 
commercials reinforce familiarity, 24% male and 14% female respondents say that 
TV commercials convince to purchase the products, 9% male and 21% female say 
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that TV commercials act as time saver while the rest did not say anything. This 
shows that gender of the respondents does not affect their understanding of role of 
TV commercials as majority from both the categories believe that TV commercials 
introduce new product to them and act as time saver while very less from both 
categories have understanding of convincing power of TV commercials. 
Further the table below also shows that 37% literate and 41% illiterate say that TV 
commercial introduces new product, 25% literate and 28% illiterate respondents say 
that TV commercials reinforces familiarity of products, 19% literate and 28% 
illiterate respondents say that TV commercials convince to purchase the products, 
17% literate and 9% illiterate say that TV commercials act as time saver while the 
rest did not say anything.  This means that educational level of respondents does not 
make marked difference on their understanding of role of TV commercials. Majority 
of both literate and illiterate respondents say that TV commercials play positive role 
in introducing new product and act as time saver during shopping while a minority 
from both categories have understanding of convincing nature of TV commercials. 
Respondents’ opinion regarding advertised products 
Opinion No. of respondents percentage 
Need all the advertised products 126 42% 
Need some of the advertised 
products 
156 52% 
Don’t need advertised products 18 6% 
 
Table 4.13(a). Distribution of respondents according to their opinion regarding the advertised 
products 
Table 4.13(a) above shows 42% of respondents believe that they need all the 
products advertised on TV, 52% believe that they need only some of the TV 
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advertised products while as 6% respondents believe that they don’t need the TV 
advertised products at all. This means that majority of the respondents believe the 
necessity of TV commercial products in their live and need all or some of the 
advertised products while a small section of the general respondents say that they 
don’t need advertised products at all. This in a way suggests that TV commercials 
create artificial needs as all the people do not need all the products. 
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Opinion Background Age (in years) Gender Education 
 Rural Urban 13-14 15-16 17-18 Male Female Literate Illiterate 
Need all advertised products 39 
(26%) 
51 
(34%) 
21 
(21%) 
19 
(19%) 
17 
(17%) 
23 
(15%) 
 
26 
(17%) 
29 
(19%) 
24 
(16%) 
Need some of the products 73 
(49%) 
81 
(54%) 
52 
(52%) 
55 
(55%) 
61 
(61%) 
89 
(59%) 
97 
(65%) 
102 
(68%) 
84 
(56%) 
 
Don’t need advertised products 38 
(25%) 
18 
(12%) 
27 
(27%) 
26 
(26%) 
22 
(22%) 
38 
(25%) 
27 
(18%) 
19 
(13%) 
42 
(28%) 
 
Table 4.13(b). Distribution of respondents’ opinion, according to background, age, gender and educational level, about TV advertised products. 
The table 4.13(b) above gives further distribution of respondents on the basis of their opinion, according to their back ground, age, 
gender and education level, regarding the advertised products. The table shows that 26% rural and 34% urban respondents say that they need 
all the TV advertised products, 49% male and 54% female say that they need some of the TV advertised products while they rest say that 
they don’t need advertised products at all. The table shows that with the background of the respondents their opinion about advertised 
products does not affect as majority from both the categories have similar feelings about TV advertised products.
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The table also shows that 21% respondents of age group 13-14, 19% of 15-16 and 
17% of 17-18,  say that they need all the TV advertised products, 52% respondents 
of age group 13-14, 55% of 15-16 and 61% of 17-18, say that they need some of the 
TV advertised products while the rest say that they don’t need advertised products. 
With age, the table says the opinion of the respondents regarding TV advertised 
products does not change with the age as majority from all the categories have 
similar opinion. 
Further, the table reveals that 15% male and 17% female respondents say that they 
need all the TV advertised products, 68% male and 76% female respondents say that 
they need some of the advertised products while the rest say that they don’t need 
advertised products. Again the table says that gender of the respondents have not 
marked difference on the opinion of the respondents regarding the TV advertised 
products. Majority of both the categories say that they either want some or all the TV 
advertised products. 
The table also shows that 19% literate and 16% illiterate say that they need all the 
advertised products, 68% literate and 56% illiterate say that they need some of the 
advertised products while the rest say that they don’t need advertised products at all. 
Similarly the table says that educational level of the respondents does not affect their 
opinion regarding the TV advertised products and majority from both the literate and 
illiterate respondents want either all or some of the TV advertised products very few 
believe that they don’t need them at all. 
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Respondents’ opinion regarding the role of TV advertising on buying: 
Attitude No. of respondents Percentage 
Want to buy new brand shown 
in commercials 
242 81% 
Continue with your old brand 58 19% 
 
Table 4.14(a). Distribution of respondents according to their opinion regarding the impact of 
TV commercials in buying 
Table 4.14(a) above shows that 81% of respondents want to buy new brand after 
watching TV commercials while as 19% of respondents continue with their old 
brand. This shows that majority of respondents in general are influenced by TV 
commercials in buying new TV advertised brands. 
Attitude Background Age (in years) Gender Education 
 Rural Urban 14-15 15-16 17-18 Male Female Literate Illiterate 
Want to 
buy new 
advertised 
brand 
81 
(54%) 
109 
(73%) 
77 
(77%) 
73 
(73%) 
71 
(71%) 
79 
(53%) 
113 
(75%) 
107 
(71%) 
95 
(63%) 
Continue 
with old 
one brand 
69 
(46%) 
41 
(27%) 
23 
(23%) 
27 
(27%) 
29 
(29%) 
71 
(47%) 
37 
(25%) 
43 
(29%) 
55 
(37%) 
 
Table 4.14 (b). Distribution of respondents’ opinion, according to their background, age, gender 
and education, about impact of TV commercials in buying new brands 
The table 4.14(b) above gives further distribution of respondents on the basis of their 
back ground, age, gender and education level and their opinion about impact of TV 
commercials in buying. The table reveals that 54% rural and 73% urban want to buy 
new advertised products while the rest continue with the old brand. This shows that 
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irrespective of their background majority of respondents get influenced by TV 
commercials in buy new brands. However the urban respondents are more influenced 
by TV commercials in buying new brands than rural respondents. 
The table also shows that 77% respondents of age group 13-14, 73% of 15-16 and 
71% of 17-18 want to buy new advertised products while the rest continue with the 
old brand. This means that age of the respondents does have marked difference on 
impact of TV on them in buying new brands. As majority of respondents from all the 
age groups want to buy new advertised brands after watching TV commercials. 
According to the table, 53% male and 75% female respondents want to buy new 
advertised brands and the rest continue with the old brand. This shows that gender of 
the respondents also does not make any marked difference on influence of TV 
commercials on them as majority from both the categories want to buy new advertise 
brands. However female respondents get more influenced by new TV advertised 
brands than male respondents. 
The table further shows that 71% literate and 63% of illiterate respondents, table 
shows want to buy new advertised brand and the rest continue with the old brand. 
Again this reveals that with education level of respondents the impact of the TV 
commercials in buying new brands does not vary. However the literate respondents 
are slightly more influenced than illiterate respondents in buying new brands. 
Respondents’ feelings for not being able to buy new advertised product: 
                Feeling No. of respondents Percentage 
Frustrated 12 4% 
Angered 21 7% 
Disappointed 189 63% 
Normal 78 26% 
 
Table 4.15(a). Distribution of respondents according to their feelings for not being able to buy 
new advertised product 
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Table 4.15(a) above shows that 63% of respondents feel disappointed when they are 
not able to buy the products of their own choice which they watch in TV 
commercials, 4% of respondents feel frustrated and 7% of respondents feel angered 
where as 26% of respondents feel normal. This shows that TV advertised brands 
make strong impression on the minds of adolescents as majority of respondents get 
their feelings affected if unable to buy them. Very few of them say that they feel 
normal, however frustration and anger is very rare/marginalized. 
Feeling Background Age (in years) Gender Education 
 Rural Urban 13-14 15-16 17-18 Male Female Literate Illiterate 
Frustrated 6 
(4%) 
7 
(5%) 
4 
(4%) 
3 
(3%) 
3 
(3%) 
2 
(1%) 
4 (3%) 8 (5%) 1 (1%) 
Angered 11 
(7%) 
9 
(6%) 
8 
(8%) 
6 
(6%) 
4 
(4%) 
5 
(3%) 
7 (5%) 10(7%) 5 (3%) 
Disappointed 95 
(63%) 
101 
(67%) 
60 
(60%) 
59 
(59%) 
42 
(42%) 
72 
(48%) 
124 
(83%) 
83 
(55%) 
66 
(44%) 
Normal 38 
(25%) 
33 
(22%) 
28 
(28%) 
32 
(32%) 
51 
(51%) 
71 
(47%) 
15 
(10%) 
49 
(33%) 
78 
(52%) 
 
Table 4.15(b). Distribution of respondents’ feelings, according to their background, age, gender, 
education, for unable to buy new TV advertised brand. 
The table 4.15(b) above gives further distribution of respondents’ feelings, on the 
basis of their back ground, age, gender and education level, for unable to buy new 
TV advertised brand. According to the table 4% of rural respondents feel frustrated, 
7% feel angered and 63% feel disappointed if they are unable to buy new advertised 
brand while the 25% feel normal. Also 5% urban respondents feel frustrated, 6% feel 
angered and 67% feel disappointed if unable to buy new brand and the 22% feel 
normal. This shows that the background of the respondents does not make any 
difference on the feelings of the adolescents if unable to buy new TV advertised 
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brands as majority from both the categories say their they fee either disappointed, 
angered or frustrated if unable to buy new advertised brands. 
The table also shows that 4% respondents of age group 13-14, 3% of age group 15-
16 and 3% of 17-18 feel frustrated. Also 8% respondents of age group 13-14, 4% of 
15-16 and 3% of 17-18 feel angered and 60% of respondents of age group 13-14, 
59% of 15-16 and 42% of 17-18 feel disappointed while as rest feel normal if unable 
to buy new TV advertised products. Again this shows that age of the adolescents 
does not make larger difference in their feeling if unable to buy new TV advertised 
brand. However the more adolescents in the age group of 17-18 than other age 
groups say that they feel normal in such situation. 
Further, the table shows that 1% of male and 3% of female respondents feel 
frustrated, 3% of male and 5% of female respondents feel angered, 48% male and 
83% female respondents feel disappointed while as 47% male and 10% of female 
respondents feel normal if unable to buy new TV advertised product. This shows that 
gender of the adolescents also does not make substantial difference on their feelings 
if unable to buy new TV advertised brand. However the table indicates that more 
female adolescents are affected by new advertised brands than male adolescents. 
According to table, 5% literate and 1% illiterate respondents feel frustrated, 7% 
literate and 3% illiterate feel angered, 55% literate and 44% illiterate feel 
disappointed while 33% literate and 52% illiterate feel normal if unable to buy new 
TV advertised product. This shows that education level of the adolescents also does 
not have marked difference on their feeling after unable to buy new TV advertised 
product. Majority from both the categories either feel disappointed, frustrated, 
angered if unable to buy new TV advertised brands. 
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Respondents’ opinion about role of TV commercials in choice making: 
Opinion No. of respondent Percentage 
Confuse with the multiple range of 
brands of products 
90 30% 
Help to make a better choice 210 70% 
Table 4.16(a). Distribution of respondents according to their opinion about role of TV 
commercials in choice making. 
Table 1.16 (a) above shows that 70% of respondents opine that TV commercials help 
them in making better choice during shopping while the rest (30%) are of the view 
that TV advertisement confuse them by giving them excess information about 
products. This shows that majority of respondents are positive about the role of TV 
commercials in helping them making better choice of products during shopping. 
The table 4.16 (b) below gives further distribution of respondents’ opinion, on the 
basis of their back ground, age , gender and education level, about the role of TV 
commercials in choice making. 
Opinion Background Age (in years) Gender Education 
 Rural Urban 13-14 15-16 17-18 Male Female Literate Illiterate 
Confuse 
with 
multiple 
products 
56 
(37%) 
62 
(41%) 
49 
(49%) 
37 
(37%) 
26 
(26%) 
49 
(33%) 
63 
(42%) 
44 
(29%) 
62  
(41%) 
Help in 
making 
better 
choice 
94 
(63%) 
88 
(59%) 
51 
(51%) 
63 
(63%) 
74 
(74%) 
101 
(67%) 
87 
(58%) 
106 
(71%) 
88 
(59%) 
 
Table 4.16 (b). Distribution of respondents’ opinion, according to their background, age, gender 
and education level, regarding the role of TV commercials in choice making 
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The table says that 37% rural and 41% urban respondents say that TV commercials 
confuse with multiple products while 63% rural and 59% urban respondents say that 
TV commercials help in making better choice of products. This shows that 
irrespective of their background majority of respondents have positive attitude about 
TV commercials role in choice making as they treat TV commercials helpful in 
making better choice during shopping. 
Also 51% respondents in the 13-14 age group, 63% in 15-16 age group and 74% of 
17-18 age group say that TV commercials help them in making better choice while 
the rest say that they get confused with multiple range of brands. This shows that 
majority of adolescents of all age group believe that TV commercials help them in 
making better choice of products. Also the positive attitude of adolescents in this 
respect increases with the age. 
The table shows that 71% literate and 59% illiterate respondents say that TV 
commercials help them in making better choice. This shows that education level of 
the adolescents does not make substantial difference on their attitude as majority 
from both the categories say that TV commercials help them in making better choice 
of products during shopping. However, the table also shows that more literate 
respondents are positive than illiterate respondents in this aspect of TV commercials. 
Respondents’ preference of going for shopping with 
Preference No. of respondents Percentage 
Alone 264 88% 
Parents 36 12% 
 
Table 4.17 (a). Distribution of respondents according to their preference of going for shopping 
with. 
Table 4.17(a) above shows that 88% of respondents prefer to go for shopping alone 
while rest (12%) prefer to go along with their parents. Alone includes going with 
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friends and siblings. This shows that majority of respondents are not dependent on 
their parents’ choice for shopping. 
Table 4.17 (b) below gives further distribution of respondents’ preference, according 
to their back ground, age, gender and education, of going for shopping with. 
Preference Background Age (in years) Gender Education 
 Rural Urban 13-14 15-16 17-18 Male Female Literate Illiterate 
Alone 102 
(68%) 
132 
(88%) 
72 
(72%) 
75 
(75%) 
83 
(83%) 
94 
(63%) 
137 
(91%) 
113 
(75%) 
108 
(72%) 
Parents 48 
(32%) 
18 
(12%) 
28 
(28%) 
25 
(25%) 
17 
(17%) 
56 
(37%) 
13 
(9%) 
37 
(25%) 
42 
(28%) 
 
Table 4.17(b). Distribution of respondents’ preferences, according to their background, age, 
gender, educational level, of going for shopping with. 
The table above shows that 68% rural and 88% urban respondents prefer to go for 
shopping alone and 32% rural and 12% urban prefer to go with parents. This means 
that majority of respondents irrespective of their background are not dependent on 
their parents for shopping. However, more urban respondents are independent than 
rural respondents. 
The table also shows that 72% respondents of age group 13-14, 83% of 15-16 and 
63% of 17-18 prefer to go for shopping alone while the rest from all groups prefer to 
go with their parents. This also shows that majority of respondents from all the three 
age groups are not dependent on their parents for shopping. However, more 
respondents of higher age group are independent than respondents of lower age 
groups. 
The table indicates that 75% literate and 72% illiterate respondents prefer to go for 
shopping alone and the 25% literate and 28% illiterate respondents say that they 
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prefer to go with parents. This shows that irrespective of their age respondents give 
preference to going the shopping alone. 
Respondents planning before going for shopping 
Planning No. of respondents Percentage 
Always 121 40% 
Sometimes 164 55% 
Never 15 5% 
 
Table 4.18(a). Distribution of respondents according to their planning before going for shopping 
Table 4.18(a) above shows that 55% of respondents sometimes plan their shopping, 
40% of respondents always plan their shopping while only 5% do not plan at all. 
The table 4.18 (b) gives further distribution of respondents’, according to their back 
ground, age, gender, education level, planning  before going for their shopping. 
Planning Background Age (in years) Gender Education 
 Rural Urban 13-14 15-16 17-18 Male Female Literate Illiterate 
Always 48 
(32%) 
61 
(41%) 
31 
(31%) 
37 
(37%) 
41 
(41%) 
57 
(38%) 
69 
(46%) 
58 
(39%) 
46 
(31%) 
Sometimes 81 
(54%) 
78 
(52%) 
43 
(43%) 
57 
(57%) 
56 
(56%) 
72 
(48%) 
76 
(51%) 
82 
(55%) 
78 
(52%) 
Never 21 
(14%) 
11 
(7%) 
17 
(17%) 
6 
(6%) 
3 
(3%) 
21 
(14%) 
5 
(3%) 
10 
(6%) 
26 
(17%) 
 
Table 4.18(b). Distribution of respondents’, according to their background, gender, age, 
educational level, planning of shopping. 
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The table shows that 32% rural and 41% urban respondents always plan their 
shopping, 54% rural and 52% urban respondents sometimes plan their shopping 
while 14% rural and 7% urban respondents never plan their shopping. This shows 
that majority of respondents from both the categories either always or sometimes 
plans their shopping. 
The table further reveals that 31% respondents of age group 13-14 years, 37% of 15-
16 and 41% of 17-18 always plan their shopping, 43% respondents of age group 13-
14 years, 57% of 15-16 and 56% of 17-18 sometimes plan their shopping while 17% 
of 13-14, 6% of 15-16 and 3% of 17-18 never plan their shopping. This shows that 
the decision of planning the shopping does not vary with the age of the adolescents 
as majority from all the three age groups sometimes or always plan their shopping. 
The table also shows that 38% male and 46% female respondents always, 48% male 
and 51% female respondents sometimes, 14% male and 3% female respondents 
never plan their shopping. This indicates that the gender of the respondent does not 
affect their decision of planning the shopping. Majority of both rural and urban 
respondents always or sometimes plan their shopping. 
Also according to the table 39% literate and 31% illiterate respondents always plan 
their shopping, 55% of literate and 52% of illiterate respondents sometimes plan 
their shopping while 6% literate and 17% illiterate respondents never plan their 
shopping. This also shows that education level of adolescents does not have 
substantial impact on their decisions of planning the shopping. 
Respondents’ discussion at home on TV commercials before going for shopping: 
Preference No. of respondent Percentage 
Discussion with family 81 27% 
TV commercial input 219 73% 
 
 
Table 4.19(a). Distribution of respondents’ according to their preference given to family 
discussion or TV commercial input during shopping. 
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Table 4.19 (a) above shows that majority of respondents (73%) give importance TV 
commercial input where as rest of the respondents give preference to the family 
discussion. This shows that majority of the respondents are influenced by the TV 
commercials and want to buy TV advertised products. 
The table 4.19 (b) below provides further distribution of respondents’, according to 
their back ground, age, gender, education level, preference to family discussion or 
TV commercial input during shopping. 
Preference Background Age (in years) Gender Education 
 Rural Urban 13-14 15-16 17-18 Male Female Literate Illiterate 
Discussion 
with family 
47 
(31%) 
34 
(23%) 
37 
(37%) 
26 
(26%) 
19 
(19%) 
46 
(31%) 
35 
(23%) 
32 
(21%) 
54 
(36%) 
TV 
commercial 
input 
103 
(69%) 
116 
(77%) 
63 
(63%) 
74 
(74%) 
81 
(81%) 
102 
(68%) 
115 
(77%) 
118 
(79%) 
96 
(64%) 
 
Table 4.19(b). Distribution of respondents’, according to their background, age, gender, 
education level, preference to TV commercial input/ family discussion 
The table shows that 69% rural and 77% urban respondents give importance to TV 
commercial input and the rest discuss the products with their families before going 
for shopping. This shows that majority of respondents irrespective of their 
background are influenced by the TV commercial input and prefer to buy advertised 
products. 
The table also shows that 63% respondents of age group 13-14, 74% of 15-16 and 
81% of 17-18 give preference to TV commercial input and the rest discuss the 
products with their families before going for shopping. This means that majority of 
adolescents irrespective of their age are influenced by TV commercials and want to 
buy TV advertised products. However, the table shows that more adolescents of 
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higher age group give preference to TV commercial information than the adolescents 
of lower age groups. 
Also the table says that 69% male and 77% female respondents give preference to 
TV commercial input and the rest discuss the products with their families before 
shopping. This indicates that gender of the respondents does not make any marked 
affect on the adolescent’s preference given to products. Majority of both the 
categories are influenced by the TV commercials and prefer to buy advertised 
products only. 
According to table, 79% literate and 64% illiterate respondents give preference TV 
commercial input during shopping while the rest discuss products with their families. 
This shows that the education level of the adolescents does not have marked affect 
on the adolescent’s preference given to TV commercial input during shopping. 
However, it also shows that more literate adolescents are influenced by TV 
commercials than illiterate adolescents. 
Respondents’ preference for buying products: 
Preference No. of respondents Percentage 
Buy local products 9 3% 
Buy Branded advertised products 267 89% 
Buy standardized advertised 
products 
24 8% 
 
Table 4.20 (a). Distribution of respondents according to their preference for buying products 
Table 4.20 (a) above shows that 89% of respondents prefer to buy branded 
advertised products, 8% of respondents prefer to buy standardized advertised 
products while 3% of respondents buy local products. This shows that majority of 
adolescents turn brand conscious by watching TV commercials and give preference 
to branded advertised products. 
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The table 4.20 (b) below gives further distribution of respondents’, according to their 
back ground, age , gender, education level, preference to TV advertised products. 
Preference Background Age (in years) Gender Education 
 Rural Urban 13-14 15-16 17-18 Male Female Literate Illiterate 
Buy local 
products 
13 
(9%) 
5 
(3%) 
7 
(7%) 
5 
(5%) 
2 
(2%) 
12 
(8%) 
6 
(4%) 
6 
(4%) 
29 
(19%) 
Branded 
advertised 
products 
125 
(83%) 
129 
(86%) 
89 
(89%) 
83 
(83%) 
82 
(82%) 
126 
(84%) 
131 
(87%) 
132 
(88%) 
117 
(78%) 
Standardized 
advertised 
products 
12 
(8%) 
16 
(11%) 
4 
(4%) 
12 
(12%) 
16 
(16%) 
12 
(8%) 
13 
(9%) 
12 
(8%) 
4 
(3%) 
 
Table 4.20(b). Distribution of respondents’, according to their background, age, gender, 
educational level, preference given to TV advertised products. 
The table shows that 9% of rural and 3% of urban respondents buy local products, 
83% rural and 86% urban respondents buy branded advertised products while the 
rest buy standardized advertised products. This shows and majority of both rural and 
urban respondents are influenced by TV commercials by becoming brand conscious. 
Also the background of the respondents does not make any affect on this kind of 
impact. 
Also the table shows that 7% respondents of age group 13-14 years, 5% of 15-16 
years and 2% of age group 17-18, buy local products, 89% respondents of age group 
13-14 years, 83% of 15-16 and 82% of 17-18 buy branded advertised products 
whereas 4% respondents of age group 13 and 14 years, 12% of 15-16 and 16% of 17-
18 buy standardized advertised products. This shows that majority of the adolescents 
irrespective of their age turn brand conscious after watching TV commercials as 
majority from all the age groups prefer to buy branded TV advertised products. 
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The table also shows that 8% male and 4% female respondents buy local products, 
84% male and 87% female respondents buy branded advertised products where as 
8% male and 9% female buy standardized advertised products. Again this indicates 
that the gender of the respondents does not make marked difference on the attitude of 
adolescents towards branded products. Majority from both male and female 
adolescents table says turn brand conscious after watching branded TV commercial 
products. 
According to table, 4% literate and 19% illiterate respondents buy local products, 
88% literate and 78% illiterate respondents buy branded and 8% literate and 3% 
illiterate respondents buy standardized advertised products. This shows that with the 
education level of the adolescents their preference for branded products does not 
change. Majority of both literate and illiterate respondents are almost equally 
affected by the branded TV advertised products. 
Respondents’ liking of TV commercials 
Factor No. of respondents Percentage 
Informative factor 237 79% 
Non informative factor 93 31% 
 
Table 4.21 (a). Distribution of respondents according to their liking of TV commercials 
Table 4.21 (a) above says that 79% of respondents like the TV commercials because 
of informative factors(discounts, special gifts attached, brands and quality of 
products) while as 31% of respondents like TV commercials because of non 
informative factors (celebrities, catchy slogans, visual effects, jingles, funny 
advertisement, good music and action). This indicates that majority of respondents 
are influenced by informative factors involved in TV commercials. 
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The table 4.21 (b) below gives further distribution of respondents on the basis of 
their back ground, age, gender, education level and their liking of TV commercials. 
Factor Background Age (in years) Gender Education 
 Rural Urban 13-14 15-16 17-18 Male Female Literate Illiterate 
Informative 
factor 
123 
(82%) 
114 
(76%) 
63 
(63%) 
80 
(80%) 
89 
(89%) 
139 
(93%) 
102 
(68%) 
138 
(92%) 
96 
(64%) 
Non 
informative 
factor 
27 
(18%) 
36 
(24%) 
37 
(27%) 
20 
(20%) 
11 
(11%) 
11 
(7%) 
48 
(32%) 
12 
(8%) 
54 
(36%) 
 
Table 4.21 (b). Distribution of respondents’, according to their background, age, gender, 
educational level, reasons for liking TV commercials: 
The table shows that 82% rural and 76% urban respondents like TV commercials for 
informative factors while 18% rural and 24% urban like them for non informative 
factors. This shows that there is no difference between the adolescents of different 
background as majority from both the categories like TV commercials because of 
informative factors involved in them. 
The table also shows that 63% of respondents of age group 13-14 years, 80% of 15-
16 and 89% of 17-18 like TV commercials because of informative factors while the 
rest from all age groups like them because of non informative factors. This means 
that majority of respondents from all age groups are more influenced by informative 
factors. However, the more respondents of higher age group are influenced by 
informative factors than respondents of lower age groups. 
The table also says that 93% male and 68% female respondents like TV commercials 
because of informative factors while the rest like them because of non informative 
factors. So majority from both the categories are influenced by informative factors 
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but table also indicates that more male respondents are influenced by informative 
factors than female respondents. 
Table below also shows that 92% literate and 64% illiterate respondents like TV 
commercials because of informative factors while the rest like them because of non 
informative factors. Thus majority of respondents irrespective of their education 
level are influenced by informative factors involved in TV commercials. However, 
table also indicates that more literate respondents are influenced by informative 
factors than illiterate respondents. 
Respondents liking of favorite celebrity in TV commercials: 
Feeling No. of respondents Percentage 
Like favorite film star, model or 
sports star in TV commercials 
249 83% 
Don’t like favorite film star, Model 
or sports star in TV commercial 
51 17% 
Want to be like them 237 79% 
Don’t want to be like them 63 21% 
 
Table 4.22 (a). Distribution of respondents’ liking of favorite celebrity in TV commercials and 
their desire to be like them 
Table 4.22 (a) above shows that 83% of respondents like their favorite celebrity in 
the TV commercial while as 17% of respondents don’t like them in TV commercials. 
Also 79% of respondents want them to be like them while as 21% of respondents do 
not have desire to be like them. This shows that majority of respondents are 
influenced by the actions of favorite celebrities in TV commercials and majority 
want to be like them. 
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The table 4.21 (b) gives further distribution of respondents’, according to their back 
ground, age , gender and  education level, liking of favorite celebrity in TV 
commercials. 
Feeling Background Age (in years) Gender Education 
 Rural Urban 13-14 15-16 17-18 Male Female Literate Illiterate 
Like 
favorite 
celebrity in 
commercial 
119 
(79%) 
128 
(85%) 
83 
(83%) 
89 
(89%) 
85 
(85%) 
117 
(78%) 
131 
(87%) 
108 
(72%) 
138 
(92%) 
Don’t like 
them in 
commercial 
31 
(21%) 
22 
(15%) 
17 
(17%) 
11 
(11%) 
15 
(15%) 
33 
(22%) 
19 
(13%) 
42 
(28%) 
12 
(8%) 
Want to be 
like them 
109 
(73%) 
123 
(82%) 
79 
(79%) 
81 
(81%) 
82 
(82%) 
98 
(65%) 
131 
(87%) 
98 
(65%) 
137 
(91%) 
Don’t want 
to be like 
them 
41 
(27%) 
27 
(18%) 
21 
(21%) 
19 
(19%) 
18 
(18%) 
52 
(35%) 
19 
(13%) 
52 
(35%) 
13 
(9%) 
 
Table 4.22 (b). Distribution of respondents’, according background, age, gender and education 
level, liking of favorite celebrities in TV commercials. 
The table shows that 79% rural and 85% urban respondents like their favorite 
celebrities in the commercials while 73% rural and 82% urban respondents also want 
to be like them. This means that majority of respondents irrespective of their 
background are influenced by the actions of favorite celebrities in TV commercials 
and imitate their actions as they want to be like them. 
Table also shows that 83% of respondents of age group 13-14 years, 89% of 15-16 
and 85% of 17-18 like favorite celebrity in TV commercials while 79% respondents 
of age group 13-14 years, 81% of 15-16 and 82% of 17-18 want to be like them. This 
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shows that age of the respondents does not make any marked difference in their 
liking of favorite celebrities in TV commercials. Majority from all the three age 
groups like their favorite celebrities in TV commercials and want to be like them. 
The table also shows that 78% male and 87% female respondents like their favorite 
celebrities in TV commercials and 65% male and 87% female want to be like them. 
This shows that majority of respondents irrespective of their gender are influenced 
by the actions of their favorite celebrities in TV commercials and majority of both 
the categories try to be like them. However, this also shows that more female 
respondents imitate their favorite celebrities and want to be like them than male 
respondents. 
Among literates 72% of respondents and among illiterates 92% of respondents like 
their favorite celebrities in TV commercials and also 65% literates and 91% 
illiterates want to be like them. This shows that majority of respondents irrespective 
of their educational level are influenced by their favorite celebrities in TV 
commercials as they like to watch them and want to be like them. However, the table 
shows that more illiterate respondents are influenced by their favorite celebrities than 
literate respondents. 
Respondents’ remembrance of jingles, slogans and songs used in TV 
commercials. 
No. of jingles/songs/slogans No. of respondents Percentage 
5-10 69 23% 
10-15 153 51% 
15 -20 51 17% 
Above 20 24 8% 
 
Table 4.23. Distribution of respondents according to the number of jingles, slogans and songs 
used in TV commercials they remember 
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Table 4.23 above shows the distribution of respondents according to the number of 
jingles, slogans and songs used in TV commercials they remember. The table reveals 
that majority of respondents 51% remember 10-15 jingles/songs/slogans used in TV 
commercials while as 23% of respondents remember 5-10 which are followed by 
17% of respondents who remember between 15-20 while as 8% of respondents 
remember above 20 jingles/songs and slogans. 
Respondents’ spending of pocket money on different items 
Items No. of respondents Percentage 
Cosmetics 219 73% 
Food 243 81% 
Gift items 198 66% 
Stationary 138 46% 
Clothes 51 17% 
Toiletries 174 58% 
Electronics 165 55% 
Any other 0 0 
 
Table 4.24. Distribution of respondents according to their spending of pocket money on 
different items. 
Table 4.24, gives the distribution of respondents according to spending of their 
pocket money on different items. The table shows that majority of respondents 
(81%) spend their pocket money to buy food items followed by 73%  who spend 
their pocket money on gift cosmetics, while 66% spend on gift items,58% spend on 
toiletries, 55%  spend on electronics, 46% spend on stationery and 17% of 
respondents spend pocket money on clothes. This shows that majority of respondents 
are attracted by TV commercials showing food items, cosmetics, gift items, 
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toiletries. Surprisingly only 17%, a very small percentage, spend their money on 
clothes as statement of fashion. This however may be due to the fact that pocket 
money is not meant for clothing. 
Respondents buying of products based on TV commercial 
information/discussion with family 
Product No. of respondents using TV 
commercial information 
No. of respondents who 
discuss with family 
Cosmetics 261             (87%) 39              (13%) 
Food 234            (78%) 66              (12%) 
Gift items 153            (51%) 147             (49%) 
Stationary 189            (63%) 111             (37%) 
Clothes 99              (33%) 201             (67%) 
Toiletries 273            (91%) 27                (9%) 
Electronics 171            (57%) 129              (43%) 
Any other 0 0 
 
Table 4.25. Distribution of respondents according to their preference given to TV 
commercial input or family discussion 
Table 4.25 gives the distribution of respondents according to their preference given 
to information provided by TV commercial or family discussion for buying different 
products. The table reveals that majority of respondents give preference to TV 
commercial input to buy different products (91% toiletries, 87% cosmetics, 78% 
food items, 63% stationery and 57% electronics), while majority of respondents 
(67%) give preference to family discussion in buying clothes for themselves. This 
shows that majority of respondents give preference to TV commercial inputs only in 
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buying their desired products they watch on TV. They take their decisions 
independently without any intervention of family. 
Respondents’ specific attitude towards some aspects of TV: 
It is normally believed that advertisements are exaggerative and make false claims. 
However some believe that advertisements are informative and educative. This 
section is an attempt to analyze and find specific attitudes of the respondents towards 
such aspects of advertising whether the respondents consider advertising educative 
or they consider it to be exaggerative or making false claims. For this purpose six 
statements relating to these aspects were developed and respondents were asked to 
express their degree of agreement to each of these statements. For measuring the 
degree of agreement, five point scale ranging from strongly agreeing to strongly 
disagreeing has been used. Thus intensity of feeling of respondents towards these 
aspects of advertising has been obtained. The five point scale has been also reduced 
to two point scale after ignoring the ‘don’t know answers’. Thus two categories, viz., 
those who agree, and those who disagree, emerged finally. The information so 
obtained has been analyzed to find out what percentage of respondents in general, 
with what degree of intensity of feeling, agreed or disagreed with a particular 
statement. 
Further analysis of the data provides percentage of respondents from different 
background, age, gender and educational level agreeing or disagreeing with the 
particular statement. 
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1) TV Commercials make false and misleading claims? 
Degree of agreement on 5 
point scale 
No. and percentage 
of respondents 
Degree of agreement    
on 2 point scale 
No. and percentage 
of respondents 
(ignoring don’t know 
answers) 
Strongly agree 21 (7%) Agree 114 (38%) 
Agree 93 (31%) -----  
Don’t know 30 (10%) -----  
Disagree 147 (49%) -----  
Strongly disagree 9 (3%) Disagree 156 (52%) 
 
Table 4.26 (a). Distribution of respondents according to their response to the statement that TV 
commercials make false and misleading claims 
Table 4.26(a) above shows that to the statement that TV commercials make false and 
misleading claims, 37% of respondents agree of which 7% agree strongly, while 
52% of respondents disagree of which 3% strongly disagree with the statement and 
the rest did not say anything. Also 10% of respondents did not say anything. This 
shows that majority of respondents (52%) in general have positive attitude towards 
TV commercials and don’t believe them false and misleading. 
 
 
 
 
 
RESULTS AND DISCUSSION 
 Page 92 
 
Also the table 4.26 (b) further gives the distribution of respondents’, according to 
their back ground, gender, age and educational background, response to the 
statement that   commercials make false and misleading claims. 
Opinion Background Age (in years) Gender Education 
 Rural Urban 13-14 15-16 17-18 Male Female Literate Illiterate 
Agree 46 
(31%) 
70 
(47%) 
27 
(27%) 
37 
(37%) 
46 
(46%) 
64 
(43%) 
49 
(33%) 
71 
(47%) 
38 
(25%) 
Don’t 
know 
17 
(11%) 
13 
(9%) 
7 
(7%) 
10 
(10%) 
11 
(11%) 
13 
(9%) 
16 
(11%) 
9 
(6%) 
33 
(22%) 
Disagree 87 
(58%) 
67 
(45%) 
66 
(66%) 
63 
(63%) 
43 
(43%) 
73 
(48%) 
84 
(56%) 
70 
(47%) 
79 
(53%) 
 
Table 4.26(b). Distribution of respondents’, background, age, gender and education level, 
responses to the statement that TV commercials make false and misleading claims. 
The table shows that 31% rural and 47% urban respondents agree with the statement 
and 58% rural and 45% urban respondents disagree with the statement while the rest 
did not say anything. This means that majority of respondents irrespective of their 
background have positive attitude towards TV commercials and don’t consider them 
false and misleading. 
Also according to table, 27% respondents of age group 13-14 years, 37% of 15-16 
years and 46% of 17-18 years agree that TV commercials make false and misleading 
claims, while 66% respondents of age group 13-14 years, 63% of 15-16 years and 
43% of 17-18 years disagree with it and the rest did not say anything. Thus age of 
the respondents also does not make marked difference on the attitude of the 
respondents towards TV commercials. Majority from all the three groups do not 
consider TV commercials false and misleading. 
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The table further shows that 43% male and 33% female respondents agree while 
48% male and 56% female respondents disagree with the statement and rest from 
both the categories did not say anything. Again the gender of the respondents does 
not have any marked difference on their attitude towards the TV commercial as 
majority from both rural and urban categories do not consider TV commercials as 
misleading and false. 
Also the table shows that 47% literate and 25% illiterate respondents agree and 47% 
literate and 53% illiterate respondents disagree that TV commercials make false and 
misleading claims. Thus majority of respondents irrespective of their education level 
disagree that commercials are false and misleading. 
2) TV Commercials are educative? 
Degree of agreement on 5 
point scale 
No. and percentage 
of respondents 
Degree of agreement    
on 2 point scale 
No and percentage 
of respondents 
(ignoring don’t 
know answers) 
Strongly agree 18   (6%) Agree 195 (65%) 
Agree 177 (59%) -----  
Don’t know 33 (11%) -----  
Disagree 60 (20%) -----  
Strongly disagree 12 (4%) Disagree 72 (24%) 
 
Table 4.27(a). Distribution of respondents’ response to the statement, that TV commercials are 
educative 
The table 4.27(a) above shows that majority of respondents 65% agree of which 6% 
strongly agree that TV commercials are educative while 24% of respondents disagree 
of which 4% strongly disagree with the statement and the rest did not say anything. 
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This shows that majority of respondents in general have positive attitude towards TV 
commercials and agree with their educational role. 
The table 4.27 (b) further shows the distribution of respondents’, according to their 
background, gender, age and education background, response to the statement that 
TV commercials are educative. 
Opinion Background Age (in years) Gender Education 
 Rural Urban 13-14 15-16 17-18 Male Female Literate Illiterate 
Agree 93 
(62%) 
99 
(66%) 
76 
(76%) 
64 
(64%) 
49 
(49%) 
84 
(56%) 
104 
(69%) 
105 
(70%) 
95 
(63%) 
Don’t 
know 
14 
(9%) 
15 
(10%) 
17 
(17%) 
10 
(10% 
4 
(4%) 
14 
(9%) 
16 
(11%) 
11 
(7%) 
21 
(14%) 
Disagree 43 
(29%) 
35 
(24%) 
7 
(7%) 
26 
(26%) 
47 
(47%) 
52 
(35%) 
30 
(20%) 
34 
(23%) 
34 
(23%) 
 
Table 4.27 (b). Distribution of respondents’, according to their background, age, gender and 
education level, response to the statement that TV commercials are educative. 
The table 4.27 (b) shows that 62% rural and 66% urban respondents agree and 29% 
rural and 24% urban respondents disagree that TV commercials are educative while 
the rest did not say anything. This means that background of the respondents have no 
impact on their attitude towards advertising. Majority from both rural and urban 
respondents agree that TV commercials are educative. 
The table also shows that 76% respondents of age group 13-14 years, 64% of 15-16 
years and 49% of 17-18 years agree with the statement that TV commercials are 
educative and 7% respondents of age group 13-14 years, 26% of 15-16 years and 
47% of 16-18 years disagree with the statement. Age of respondents, the table 
reveals, does not make any marked difference on the respondents’ opinion that TV 
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commercials are educative.  Majority of respondents from all the three age groups 
agree that TV commercials are educative. However degree of agreement is more 
among respondents of lower age group than higher age group respondents. 
The table also shows that 56% male and 69% female respondents agree and 35% 
male and 29% female respondents disagree that TV commercials are educative. This 
also shows that majority of respondents irrespective of their gender agree that TV 
commercials are educative. However more female respondents agree with the 
educational role of TV commercials than male respondents. 
Table also shows that 70% literate and 63% illiterate respondents agree while 23% of 
both literate and illiterate respondents disagree that TV commercials are educative. 
Majority of both literate and illiterate respondents say that TV commercials are 
educative. However, more literate respondents consider TV commercials educative 
than illiterate respondents. 
3) TV Commercials make people buy things they don’t want? 
Degree of agreement on 5 
point scale 
No. and percentage 
of respondents 
Degree of agreement    
on 2 point scale 
No and percentage 
of respondents 
(ignoring don’t 
know answers) 
Strongly agree 6 (2%) Agree 87 (29%) 
Agree 81 (27%) -----  
Don’t know 18 (6%) -----  
Disagree 177 (59%) -----  
Strongly disagree 18 (6%) Disagree 195 (65%) 
 
Table 4.28 (a). Distribution of respondents’ response to the statement that TV commercials 
make them buy things they don’t want to 
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Advertising is believed to create artificial needs and make people buy the things that 
they may not. To the statement that TV commercials make people buy things they 
don’t want to buy, the table 4.28(a) above shows that 29% of respondents agree of 
which 2% strongly agree while as 65% of respondents disagree of which 6% 
disagree strongly with the statement and the rest did not say anything. 
Table 4.28(b) further shows the distribution of respondents’, according to their 
background, age, gender, sex and education background, responses to the statement 
that TV commercials make them buy things they don’t want to. 
Opinion Background Age (in years) Gender Education 
 Rural Urban 13-14 15-16 17-18 Male Female Literate Illiterate 
Agree 34 
(23%) 
55 
(37%) 
17 
(17%) 
29 
(29%) 
42 
(42%) 
56 
(37%) 
37 
(25%) 
59 
(39%) 
32 
(21%) 
Don’t 
know 
12 
(8%) 
7 
(5%) 
9 
(9%) 
6 
(6%) 
2 
(2%) 
8 
(5%) 
11 
(7%) 
2 
(2%) 
14 
(9%) 
Disagree 104 
(69%) 
88 
(59%) 
74 
(74%) 
65 
(65%) 
55 
(55%) 
86 
(57%) 
102 
(68%) 
89 
(59%) 
104 
(69%) 
 
Table 4.28(b). Distribution of respondents’, according to their background, age, gender, sex and 
education level, response to the statement that TV commercials make them buy things they 
don’t want to. 
The table shows that 23% of rural and 37% of urban respondents agree and 46% 
rural and 59% urban respondents disagree with the statement that TV commercials 
make people buy things they don’t want to buy. This shows that majority of 
respondents irrespective of their background have positive attitude towards TV 
commercials and disagree that they convince them to buy things they don’t want to 
buy. 
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The table also shows that 17% respondents of age group 13-14 years, 29% of 15-16 
years and 42% of 17-18 years agree and 74% of respondents of age group 13-14 
years, 65% of 15-16 years and 55% of 17-18 years disagree with the statement. This 
shows that majority of respondents from all the three age groups disagree that TV 
commercials make to them to buy things they don’t want to buy. However more 
respondents in lower age group are positive about this aspect of the TV commercials 
than respondents of higher age groups. 
The table also says that 37% male and 25% female respondents agree and 57% male 
and 68% female respondents disagree with the statement. Thus majority of both male 
and female respondents don’t believe that TV commercials convince them to buy 
things they don’t want to. 
The table further shows that 39% literate and 21% illiterate respondents agree and 
59% literate and 69% illiterate respondents disagree with the statement. Thus 
education level of respondents does not make marked difference in their belief that 
TV commercials don’t make them buy things they don’t want to. Majority of 
respondents irrespective of their education level are positive about TV commercials 
in this regard. 
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4) TV Commercials take undue advantage of using film stars, sportspersons to 
testify for the products? 
Degree of agreement on 5 
point scale 
No. and percentage 
of respondents 
Degree of agreement    
on 2 point scale 
No and percentage 
of respondents 
(ignoring don’t 
know answers) 
Strongly agree 27 (9%) Agree 114(38%) 
Agree 87(29%) -----  
Don’t know 24 (8%) -----  
Disagree 153 (51%) -----  
Strongly disagree 9 (3%) Disagree 162(54%) 
 
Table 4.29(a). Distribution of respondents’ response to the statement that TV Commercials take 
undue advantage of using film stars, sportspersons to testify for the products 
To the statement that TV commercials take undue advantage of using film stars and 
sports persons to testify for the products, the table 4.29(a) above shows that 38% of 
respondents agree of which 9% strongly agree while as 54% of respondents disagree 
of which 3% disagree strongly and 8% have nothing to say. This shows that majority 
of respondents are positive about the role of TV commercials and disagree that they 
take undue advantage of celebrities to testify products. 
The table 4.29(b) further shows the distribution of respondents according to their 
response to the statement that TV Commercials take undue advantage of using film 
stars, sportspersons to testify for the products with respect to their background, age, 
gender and education level. 
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Opinion Background Age (in years) Gender Education 
 Rural Urban 13-14 15-16 17-18 Male Female Literate Illiterate 
Agree 41 
(27%) 
62 
(41%) 
27 
(27%) 
38 
(38%) 
48 
(48%) 
64 
(43%) 
45 
(30%) 
71 
(47%) 
35 
(23%) 
Don’t 
know 
15 
(10%) 
8 
(5%) 
12 
(12%) 
9 
(9%) 
6 
(6%) 
8 
(5%) 
14 
(9%) 
5 
(4%) 
15 
(10%) 
Disagree 94 
(63%) 
80 
(53%) 
61 
(61%) 
53 
(53%) 
46 
(46%) 
78 
(52%) 
91 
(61%) 
74 
(49%) 
100 
(67%) 
 
Table 4.29(b). Distribution of respondents’, according to their background, age, gender and 
education level, response to the statement that TV Commercials take undue advantage of using 
film stars, sportspersons to testify for the products 
The table shows that 27% rural and 41% urban respondents agree and 63% rural and 
53% urban respondents disagree with the given statement. Thus majority from both 
rural and urban respondents have positive attitude towards TV commercials in this 
regard. 
It also shows that 27% respondents of age group 3-14 years, 38% of 15-16 years and 
48% of 17-18 years agree and 61% respondents of age group 13-14 years, 53% of 
15-16 years and 46% of 17-18 years disagree with the statement. This shows that age 
of the respondents does not marked difference on the thinking of the respondents that 
TV commercials make undue advantage of celebrities as majority from all the three 
age groups disagree with the statement. 
It also shows that 43% male and 30% female respondents agree and 52% male and 
61% female respondents disagree with the statement. This shows that majority of 
respondents irrespective of their background celebrities are not deliberately used in 
TV commercials to endorse or testify the products. 
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According to the table, 47% literate and 23% illiterate respondents agree and 49% 
literate and 67% illiterate respondents disagree with the statement that TV 
commercials take undue advantage of using film stars, sportspersons to testify for the 
products. This shows that majority of both literate and illiterate respondents have 
positive attitude towards TV commercials in using celebrities. 
5) TV Commercials are usually for objectionable products? 
Degree of agreement on 5 
point scale 
No. and percentage 
of respondents 
Degree of agreement    
on 2 point scale 
No and percentage 
of respondents 
(ignoring don’t 
know answers) 
Strongly agree 12 (4%) Agree 39 (13%) 
Agree 27 (9%) -----  
Don’t know 45 (15%) -----  
Disagree 165 (55%) -----  
Strongly disagree 51 (17%) Disagree 216(72%) 
 
Table 4.30(a). Distribution of respondents’ response to the statement that TV commercials are 
usually for objectionable products 
Advertising is believed by many that they promote the products having defects and 
flaws which can be objected or challenged by the individuals and society. This kind 
of the feeling generated among the people after defects of various highly advertised 
products came to fore for example use of pesticides in cadbury chocolates, animal fat 
in Maggi noodles. 
The table 4.30(a) above shows that 13% of respondents agree of which 4% strongly 
agree and 72% of respondents disagree of which 17% strongly disagree with the 
statement that TV commercials are usually for objectionable products while the rest 
didn’t say anything. This shows that majority of the respondents have positive 
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attitude about TV commercials and do not agree that TV commercials usually 
promote objectionable products 
The table 4.30(b) further shows distribution of respondents, according to their 
background, age, gender and education level, response to the statement that TV 
commercials are usually for objectionable products. 
Opinion Background Age (in years) Gender Education 
 Rural Urban 13-14 15-16 17-18 Male Female Literate Illiterate 
Agree 22 
(15%) 
15 
(10%) 
19 
(19%) 
13 
(13%) 
10 
(10%) 
17 
(12%) 
22 
(15%) 
17 
(11%) 
23 
(15%) 
Don’t 
know 
25 
(17%) 
18 
(12%) 
17 
(17%) 
14 
(14%) 
10 
(10%) 
19 
(13%) 
23 
(15%) 
16 
(11%) 
20 
(14%) 
Disagree 102 
(68%) 
117 
(78%) 
64 
(64%) 
73 
(73%) 
80 
(80%) 
114 
(76%) 
103 
(69%) 
117 
(78%) 
107 
(71%) 
 
Table 4.30(b). Distribution of respondents’, according to their background, age, gender and 
education level, response to the statement that TV commercials are usually for objectionable 
products. 
The table shows that 15% rural and 10% urban respondents agree and 68% rural and 
78% urban respondents disagree with the statement that TV commercials are usually 
for objectionable products. 
It also shows that 19% of respondents of age group 13-14 years, 13% of 15-16 years 
and 10% of 17-18 years agree and 64% of respondents of age group 13-14 years, 
73% of 15-16 years and 80% of 17-18 years respondents disagree with the statement 
that TV commercials are usually for objectionable products. 
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It also shows that 12% male and 15% female respondents agree and 76% male and 
69% female respondents disagree with the statement. Also 11% literate and 15% 
illiterate agree and 78% literate and 71% illiterate disagree with the statement. 
This shows that majority of the respondents irrespective of their background, age, 
gender and education level have positive attitude towards the TV advertised products 
and disagree that TV commercials usually promote objectionable products. 
6) Most TV commercials exaggerate? 
Degree of agreement on 5 
point scale 
No. and percentage 
of respondents 
Degree of agreement    
on 2 point scale 
No and percentage 
of respondents 
(ignoring don’t 
know answers) 
Strongly agree 33 (11%) Agree 129(43%) 
Agree 96 (32%) -----  
Don’t know 24 (8%) -----  
Disagree 111 (37%) -----  
Strongly disagree 36 (12%) Disagree 147 (49%) 
 
Table 4.31(a). Distribution of respondents’ response to the statement that TV commercials 
exaggerate 
TV advertisements are usually believed to exaggerate the qualities of products which 
otherwise are least or not present in them. They present the products before the 
viewers in such a way that they appeal to their esteem and emotional and needs 
prompting them to buy products. 
To the statement that most TV commercials exaggerate, the table 4.6(a) above shows 
that 43% respondents agree of which 11% strongly agree while 49% respondents 
disagree of which 12% respondents strongly disagree and the rest didn’t say 
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anything. This shows that majority of respondents in general do not believe that TV 
commercials exaggerative. 
The table 4.31(b) below shows distribution of respondents according to their 
response to the statement that TV commercials exaggerate with respect to their 
background, age, gender and education level. 
Opinion Background Age (in years) Gender Education 
 Rural Urban 13-14 15-16 17-18 Male Female Literate Illiterate 
Agree 66 
(44%) 
63 
(42%) 
33 
(33%) 
43 
(43%) 
54 
(54%) 
58 
(39%) 
70 
(47%) 
77 
(51%) 
50 
(33%) 
Don’t 
know 
12 
(8%) 
13 
(9%) 
9 
(9%) 
7 
(7%) 
3 
(3%) 
11 
(7%) 
14 
(9%) 
7 
(5%) 
17 
(12%) 
Disagree 70 
(47%) 
74 
(49%) 
58 
(58%) 
50 
(50%) 
43 
(43%) 
81 
(46%) 
66 
(44%) 
66 
(44%) 
83 
(55%) 
 
Table 4.31(b). Distribution of respondents’, according to their background, age, gender and 
education level, response to the statement that TV commercials exaggerate. 
The table shows that 44% rural and 42% urban respondents agree and 47% rural and 
49% urban respondents disagree with the statement that TV commercials exaggerate. 
Also 33% of respondents of age group 13-14 years, 43% of 15-16 years and 54% of 
17-18 years agree with the statement. 58% of respondents of age group 13-14 years, 
50% of 15-16 years and 43% of 17-18 years disagree with the statement, while the 
rest have nothing to say. 
The table further shows that 39% male and 47% female respondents agree and 46% 
male and 44% female respondents disagree with the statement. 51% literate and 33% 
illiterate respondents agree and 44% literate and 55% illiterate respondents disagree 
that most TV commercials exaggerate. 
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This shows that majority of respondents irrespective of their background, age, gender 
and education level have positive attitude towards the projection of products by TV 
commercials as they disagree that they are mostly exaggerative. 
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(Part-2) 
Data analysis of parent respondents 
Distribution of parent respondents: 
In order to analyze the attitude and opinion of parents regarding the impact of TV 
commercials on their children separate questionnaire was framed for parent 
respondents. Also respondents of different background, gender, age and monthly 
family income were tried to be included in the sample. Their distribution according 
to their response to different questions and opinions are evaluated as below. 
Demography of Parents: 
The table 4.32 gives the distribution of respondents on the basis of their gender, age, 
background, monthly income and number of children. The table shows that equal 
number of respondents (50%) was purposely included in sample having different 
gender and background. 46% of respondents were found to be in the age group of 
35-45 years and 54% were between the age group of 45-55. The table also reveals 
that majority of the respondents (48%) had monthly income of above Rs. 20,000/- , 
44% of respondents had monthly income in between Rs. 10,000/- to 20,000/- and 8% 
of respondents have monthly income ranging from Rs. 5000/- to Rs. 10,000/-. Also 
84% of respondents had 1-3 children and 16% of respondents had 3-6 children. 
 
Gender Age Background Monthly family income No. of        
children 
Male Female 35-45 45-55 Rural Urban Rs. 
5000-
10000 
Rs. 
10,000- 
20000 
Above 
Rs.20000 
1-3 3-6 
25 
(50%) 
25 
(50%) 
23 
(46%) 
27 
(54%) 
25 
(50%) 
25 
(50%) 
4 
(8%) 
22 
(44%) 
24 
(48%) 
42 
(84%) 
8 
(16%) 
 
Table 4.32. Distribution of respondents on the basis of their gender, age, background, monthly 
income and number of children 
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Distribution of parents according to the TV ownership and transmission 
service. 
Table 4.33 shows the distribution of respondents according to the owning of TV sets 
and the available service to get TV signal. The table shows that all the respondents 
(100%) own TV sets. Out of whom majority of respondents 74% get TV signal 
through cable, 22% of respondents get it through DTH/dish TV while as only 4% 
have general transmission service available at their homes. 
Available service No. of respondents Percentage 
TV set 50 100% 
General transmission 2 4% 
Cable 37 74% 
DTH/Dish TV 11 22% 
 
Table 4.33. Distribution of parents according to the TV ownership and transmission service. 
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Distribution of parents according to the preferred TV program genres 
Table 4.34 below shows the distribution of respondents according to the TV 
programs their children prefer to watch. 
TV programs genres No. of respondents Percentage 
News 9 18% 
Films 48 96% 
Film based programs 14 28% 
Serials 42 84% 
Documentaries 11 22% 
Sports 22 44% 
Other programs 0 0 
 
Table 4.34. Distribution of respondents according to the TV programs their children prefer to 
watch. 
Distribution of parents according to the decision for watching TV programs: 
Table 4.35 shows the distribution of respondents according to their decision about 
the TV programs their children should watch. The table shows that majority of 
respondents (92%) do not decide which TV programs their children should watch. 
While as 8% parent respondents do decide for their children what they should watch 
on TV. 
Decision No of respondents Percentage 
Decide for their children 4 8% 
Don’t decide for their children 46 92% 
 
Table 4.35. Distribution of respondents according to their decision for watching TV programs 
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Distribution of parents according to the liking/disliking of TV commercials 
Table 4.36 shows the distribution of respondents according to their children’s liking 
or disliking of TV commercials. The table shows that majority of respondents say 
that their children like to watch TV commercials while as 14% respondents say that 
their children don’t like to watch TV commercials. 
Like/dislike No. of respondents Percentage 
Children like 43 86% 
Children dislike 7 14% 
 
Table 4.36 distribution of respondents according to their children’s liking or disliking of TV 
commercials 
Distribution according to the factors that result into purchasing decision: 
Table 4.37 shows the distribution of respondents according to the actions that result 
into the purchasing decision in their families. The table reveals that majority of 
respondents (46%) have discussion or conversation with their children about the 
advertised product before purchasing it, 34% of respondents purchase the advertised 
product of their children’s choice or request, 4% of respondents have argument with 
their children about the advertised product before purchasing it, while as 8% of 
respondents don’t have any argument or discussion with their children. 
Factor No. of respondents Percentage 
Children’s choice/request for advertised 
product 
17 34% 
Discussion or conversation between you 
and  your children about advertised 
product 
23 46% 
Argument between you and your children 
about advertised product 
2 4% 
No discussion or argument (you decide of 
your own) 
8 16% 
 
Table 4.37, Distribution according to the factors that result into purchasing decision 
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Distribution according to the opinions regarding different statements: 
In this section, an analysis of specific attitudes of the respondents towards certain 
aspects of TV advertising effects on adolescents has been made. For this purpose six 
statements relating to these aspects were developed and respondents were asked to 
express their degree of agreement or disagreement to each of these statements. For 
measuring the degree of agreement, five point scale ranging from strongly agreeing 
to strongly disagreeing has been used. Thus intensity of feeling of respondents 
towards these aspects of advertising has been obtained. The five point scale has been 
also reduced to two point scale after ignoring the ‘don’t know answers’. Thus two 
categories, viz., those who agree, and those who disagree, emerged finally. The 
information, so obtained, has been analyzed to find out what percentage of 
respondents in general, with what degree of intensity of feeling, agreed or disagreed 
with a particular statement. 
In the separate tables it has been further analyzed that what percentage of 
respondents from different back ground and gender have agreed or disagreed with 
the particular statement. 
1) TV commercials increase the pestering power (repetitive asking/request for 
any advertised product) of adolescents? 
Degree of agreement on 5 
point scale 
No. and 
percentage of 
respondents 
Degree of agreement    
on 2 point scale 
No. and percentage of 
respondents(ignoring 
don’t know answers) 
Strongly agree 13 (26%) Agree 34 (68%) 
Agree 21 (42%) -----  
Don’t know 2 (4%) -----  
Disagree 13 (26%) -----  
Strongly disagree 1 (2%) Disagree 14 (28%) 
 
Table 4.38 (a). Distribution of respondents’ response to the statement that TV commercials 
increase the pestering power of adolescents 
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The table 4.38 (a) above shows that majority of respondents (68%) agree of which 
26% strongly disagree that TV commercials increase the pestering power of 
adolescents while 14% of respondents disagree of which 2% strongly disagree with 
it. 
Table 4.38(b) gives the further distribution of respondents’, according to their 
background and gender, response to the statement that TV commercials increase the 
pestering power of adolescents. 
Opinion Background Gender 
 Rural Urban Male Female 
Agree 14 (56%) 20 (80%) 13 (52%) 21 (84%) 
Don’t know 2 (8%) 0 1 (4%) 1(4%) 
Disagree 9 (36%) 5 (20%) 11 (44%) 3 (12%) 
 
Table 4.38(b). Distribution of respondents’, according to their background and gender, response 
to the statement that TV commercials increase the pestering power of adolescents. 
The table shows that 56% rural and 80% urban respondents agree and 36% rural and 
20% urban respondents disagree with the statement. This shows that majority of 
respondents of both rural and urban background believe that attitude of their children 
get affected with TV commercials as it increase their pester power. However more 
urban respondents are of this view than rural respondents. 
Also 52% male and 84% female respondents and 44% male and 12% female 
respondents disagree with the statement that TV commercials increase the pestering 
power of adolescents. This shows that gender of the respondents have not marked 
difference on the thinking of the respondents as majority of both male and female 
respondents believe that TV commercials increase the pestering power of their 
children.  However the more female respondents are of this view than male 
respondents. 
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2) Adolescents directly copy the behavior seen in TV commercials? 
Degree of agreement on 5 
point scale 
No. and 
percentage of 
respondents 
Degree of agreement    
on 2 point scale 
No. and percentage of 
respondents(ignoring 
don’t know answers) 
Strongly agree 13 (26%) Agree 34 (68%) 
Agree 21 (42%) -----  
Don’t know 4 (8%) -----  
Disagree 5 (10%) -----  
Strongly disagree 7 (14%) Disagree 12 (24%) 
 
 
Table 4.39 (a). Distribution of respondents according to their response to the statement that 
adolescents directly copy the behavior seen in TV commercials: 
Table 4.39(a) above shows 68% of respondents agree of which 26% strongly agree 
with the statement that adolescents directly copy the behavior seen in TV 
commercials and 24% of respondents disagree of which 14% strongly disagree with 
it, while the rest did not say anything. This shows that majority of parent respondents 
in general agree that TV commercials have an impact on the behavior of the 
adolescents as they copy the behavior seen in TV commercials. 
Table 4.39(b) shows distribution of respondents’, according to their background and 
gender, response to the statement that adolescents directly copy the behavior seen in 
TV commercials. 
Opinion Background Gender 
 Rural Urban Male Female 
Agree 15 (60%) 19 (76%) 21 (84%) 13 (52%) 
Don’t know 3(12%) 1 (4%) 0 4 (16%) 
Disagree 7 (28%) 5(20%) 4 (16%) 8 (32%) 
 
Table 4.39(b). Distribution of respondents’, according to their background and gender, response 
to the statement that adolescents directly copy the behavior seen in TV commercials 
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The table shows that 60% rural and 76% urban respondents agree and 28% rural and 
20% urban respondents disagree with the given statement. This shows that majority 
of the respondents irrespective of their background agree that TV commercials have 
impact on their children as they tend to copy the behavior they seen in TV 
commercials. 
According to table, 84% male and 52% female respondents agree and 16% male and 
32% female respondents disagree with the given statement while the rest from each 
group did not say anything. This shows that gender of the respondents does not make 
any difference on their belief that TV commercials affect the behavior of the 
adolescents. Majority of both male and female respondents agree that adolescents 
directly copy the behavior they see in TV commercials. However more male 
respondents agree with this point than female respondents. 
3) TV commercials directed towards adolescents are unethical? 
Degree of agreement on 5 
point scale 
No. and 
percentage of 
respondents 
Degree of agreement    
on 2 point scale 
No. and percentage of 
respondents(ignoring 
don’t know answers) 
Strongly agree 4 (8%) Agree 17 (34%) 
Agree 13 (26%) -----  
Don’t know 6 (12%) -----  
Disagree 21 (42%) -----  
Strongly disagree 6 (12%) Disagree 27 (54%) 
 
Table 4.40 (a). Distribution of respondents according to their response to the statement that TV 
commercials directed at adolescents are unethical. 
Table 4.40 (a) above shows that 34% of respondents agree of which 8% strongly 
agree that TV commercials directed at children are unethical and 54% respondents 
disagree of which 12% strongly disagree with the statement, while the rest did not 
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say anything. This shows that majority of the respondents don’t agree with unethical 
nature of TV commercials directed at children. 
Also table 4.40 (b) below gives the distribution of respondents’, according to their 
background and gender, response to the statement that TV commercials directed at 
adolescents are unethical. 
 Opinion                 Background                  Gender 
 Rural Urban Male Female 
Agree 9(38%) 8(32%) 10(40%) 7 (28%) 
Don’t know 4(16%) 2(8%) 3(12%) 3 (12%) 
Disagree 12(46%) 15(60%) 12 (48%) 15(60%) 
 
Table 4.40(b). Distribution of respondents’, according to their background and gender, response 
to the statement that TV commercials directed at adolescents are unethical. 
The table shows that 38% rural and 32% urban respondents agree and 46% rural and 
60% urban respondents disagree with the statement. This shows that background of 
the respondents does not affect their belief that TV commercials are not unethical as 
majority of both rural and urban respondents disagree with the statement that TV 
commercials directed at adolescents are unethical. However more urban respondents 
disagree with the statement than rural respondents. 
The table also shows that 40% male and 28% female respondents agree and 48% 
male and 60% female respondents disagree with the statement. This shows that 
majority of the respondents irrespective of their gender disagree that TV 
commercials directed at adolescents are unethical. However more female 
respondents have disagreed with the statement than male respondents. 
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4) TV commercial messages directed for adolescents should be banned or at 
least severely restricted? 
Degree of agreement on 5 
point scale 
No. and 
percentage of 
respondents 
Degree of agreement    
on 2 point scale 
No. and percentage of 
respondents(ignoring 
don’t know answers) 
Strongly agree 1 (2%) Agree 17 (34%) 
Agree 16 (32%) -----  
Don’t know 3 (6%) -----  
Disagree 22 (44%) -----  
Strongly disagree 8 (16%) Disagree 30 (60%) 
 
Table 4.41(a). Distribution of respondents according to their response to the statement that TV 
commercials directed at adolescents should be banned or severely restricted. 
Table 4.41(a) above shows that 34% of respondents agree of which 2% strongly 
agree with the statement that TV commercials directed at adolescents should be 
banned or severely restricted. 60% of respondents disagree of which 16% strongly 
disagree with the statement, while the rest did not say anything. This shows that 
majority of respondents in general are against any kind of ban or restriction on TV 
commercials directed at children. 
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The table 4.41(b) shows further distribution of respondents’, according to their 
response background and gender, response to the statement that TV commercials 
directed at adolescents should be banned or severely restricted. 
Opinion Background Gender 
 Rural Urban Male Female 
Agree 11 (44%) 6 (24%) 12 (48%) 5 (20%) 
Don’t know 2 (8%) 1 (4%) 1 (4%) 2 (8%) 
Disagree 12 (48%) 18(72%) 12 (48%) 18 (72%) 
 
Table 4.41(b). Distribution of respondents’, according to their response background and gender, 
response to the statement that TV commercials directed at adolescents should be banned or 
severely restricted. 
The table shows that 44% rural and 24% urban respondents agree and 48% rural and 
72% urban respondents disagree with the statement that TV commercials directed at 
adolescents should be banned or restricted. This shows that majority of respondents 
irrespective of their background disagree with the statement. However more urban 
respondents are not in favor of the ban or restriction than rural respondents. 
Also the table shows that 48% male and 20% female respondents agree and 48% 
male and 72% female respondents disagree with the statement. This shows that 
majority of the respondents irrespective of their gender are not in favor of restriction 
or ban on TV commercial directed at adolescents. However, more female 
respondents are against the ban or restriction than male respondents. 
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5) TV commercials have gradual effect on attitudes of adolescents through 
communication of often anti social or cultural norms? 
Degree of agreement on 5 
point scale 
No. and 
percentage of 
respondents 
Degree of agreement    
on 2 point scale 
No. and percentage of 
respondents(ignoring 
don’t know answers) 
Strongly agree 2 (4%) Agree 19 (38%) 
Agree 17 (34%) -----  
Don’t know 4 (8%) -----  
Disagree 26 (32%) -----  
Strongly disagree 1 (2%) Disagree 27 (54%) 
 
Table 4.42 (a). Distribution of respondents according to the response to the statement that TV 
commercials have gradual effect on attitudes of adolescents through communication of often 
anti social or cultural norms. 
TV commercials are believed by many that the actions, stories, visuals through 
which they present their products are against the social and cultural norms. It is also 
believed that the products they advertise have brought several cultural changes in the 
society as well e.g Macdonalization or Coca Cola culture. 
To the statement that TV commercials have gradual effect on attitude of adolescents 
through communication of often antisocial and anti cultural norms, table 4.42(a) 
shows that 38% respondents agree of which 4% strongly agree and 54% respondents 
disagree of which 2% strongly disagree, while the rest did not say anything. This 
shows that majority of respondents in general do not believe that TV commercials 
have anti social or anti cultural effect. 
The table 4.42(b) below gives the distribution of respondents’, according to their 
background and gender, response to the statement that TV commercials have gradual 
RESULTS AND DISCUSSION 
 Page 117 
 
effect on attitudes of adolescents through communication of often anti social or 
cultural norms. 
Opinion Background Gender 
 Rural Urban Male Female 
Agree 10 (40%) 7 (28%) 10(40%) 9 (36%) 
Don’t know 3 (12%) 1 (4%) 2 (8%) 2 (8%) 
Disagree 12 (48%) 17 (68%) 13 (52%) 14(56%) 
 
Table 4.42(b). Distribution of respondents’, according to their background and gender, response 
to the statement that TV commercials have gradual effect on attitudes of adolescents through 
communication of often anti social or cultural norms 
The table shows that 40% rural and 28% urban respondents agree and 48% rural and 
68% urban respondents disagree with the statement that TV commercials have 
gradual effect on attitudes of adolescents through communication of often anti social 
or cultural norms with respect to their back ground and gender. This shows that 
majority of both rural and urban respondents disagree with the anti social and anti 
cultural nature of TV commercials. However, more urban respondents are in 
disagreement to it than rural respondents. . 
The table also shows that 40% male and 36% female and 52% male and 56% female 
respondents disagree with the given statement. This shows that majority of both male 
and female respondents disagree that TV commercial messages are anti social and 
anti cultural. 
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6) Parents should participate actively in attempting to mediate the effects of TV 
commercials? 
Degree of agreement on 5 
point scale 
No. and 
percentage of 
respondents 
Degree of agreement    
on 2 point scale 
No. and percentage of 
respondents(ignoring 
don’t know answers) 
Strongly agree 3 (6%) Agree 14 (28%) 
Agree 11 (22%) -----  
Don’t know 5 (10%) -----  
Disagree 21 (42%) -----  
Strongly disagree 10 (20%) Disagree 31 (62%) 
 
Table 4.43(a). Distribution of respondents according to their response to the statement that 
parents should actively participate in attempting to mediate the effects of TV commercials. 
Table 4.43(a) above shows that 28% respondents agree of which 6% strongly agree 
that parents should attempt to mediate the effects of TV commercials and 62% 
respondents disagree of which 20% strongly disagree with the statement while the 
rest did not say anything. This means that majority of respondents in general are not 
in favor of the mediation of parents between adolescents and TV commercial 
messages. 
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The table 4.43(b)  gives further distribution of respondents’, according to their 
background and gender, response to the statement that parents should actively 
participate in attempting to mediate the effects of TV commercials. 
Opinion Background Gender 
 Rural Urban Male Female 
Agree 10 (40%) 4 (16%) 9(36%) 5 (20%) 
Don’t know 4 (16%) 1 (4%) 2 (8%) 3 (12%) 
Disagree 11 (44%) 20 (80%) 15 (56%) 17 (68%) 
 
Table 4.43(b). Distribution of respondents’, according to their background and gender, response 
to the statement that parents should actively participate in attempting to mediate the effects of 
TV commercials. 
The table shows that 40% rural and 16% urban respondents agree and 44% rural and 
80% urban respondents disagree with the statement that parents should participate in 
an attempt to mediate the effects of TV commercials. This means that majority of 
both rural and urban respondents agree that TV commercials have an impact on the 
adolescents that needs to be mediated by parents. However more urban respondents 
are against any parental mediation than rural respondents. 
The table also shows that 36% male and 20% female agree and 60% male and 68% 
female respondents disagree with the statement that parents should attempt to 
mediate the effects of TV commercials. This means that majority of respondents 
irrespective of their gender oppose the mediation of parents between adolescents and 
TV commercials. 
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8) TV commercials have excellent informational and educational level necessary 
for adolescents? 
Degree of agreement on 5 
point scale 
No. and 
percentage of 
respondents 
Degree of agreement    
on 2 point scale 
No. and percentage of 
respondents(ignoring 
don’t know answers) 
Strongly agree 9 (18%) Agree 36 (72%) 
Agree 27 (54%) -----  
Don’t know 3 (12%) -----  
Disagree 8 (16%) -----  
Strongly disagree 3  (6%) Disagree 11 (22%) 
 
Table 4.44 (a). Distribution of respondents according to their response to the statement that TV 
commercials have excellent informational and educational level necessary for adolescents. 
The table 4.44(a) above shows that 72% of respondents agree, of which 18% 
strongly agree that TV commercials have excellent educational and informational 
level for adolescents and 22% respondents disagree of which 6% strongly disagree 
with the statement while the rest did not say anything. Thus majority of respondents 
in general treat the TV commercials valuable for their children. 
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The table 4.44(b) gives further distribution of the respondents’, according to their 
background and gender, response to the statement that TV commercials have 
excellent informational and educational level necessary for adolescents. 
Opinion Background Gender 
 Rural Urban Male Female 
Agree 12 (48%) 24 (96%) 15 (60%) 21 (84%) 
Don’t know 3 (12%) 0 1 (4%) 2 (8%) 
Disagree 10 (40%) 1 (4%) 9 (36%) 2 (8%) 
 
Table 4.44(b). Distribution of respondents’, according to their background and gender, response 
to the statement that TV commercials have excellent informational and educational level 
necessary for adolescents. 
The table shows that 48% rural and 96% urban respondents agree and 40% rural and 
4% urban respondents disagree with the statement. This also shows that majority of 
both rural and urban respondents believe the educational and informational value of 
TV commercials for adolescents. However, more urban respondents are in agreement 
with the opinion than rural respondents. 
It also shows that 60% male and 84% female respondents agree and 36% male and 
8% female respondents disagree with the statement that TV commercials have 
excellent educational and informational level for the adolescents. This shows that 
majority of both male and female respondents recognize the educational and 
informational value of the TV commercials. However, more female respondents treat 
TV commercials educative and informative for adolescents than male respondents. 
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1) Conclusion 
It is commonly believed that television advertisements affect attitudes, behaviors, 
beliefs and above all lifestyles. Invariably it has been found more or less true with 
varying intensity, depending on various other factors including social, cultural, 
economic and geographic. Valley of Kashmir, with its unique location and 
characteristics, presents an excellent opportunity to examine the impact of television 
advertisement across various socially and economically heterogeneous groups of 
society. The study was therefore conducted with the aim to explore the impact of TV 
commercials on the purchasing behavior, consumer choice, life styles, motives, 
needs and attitude of adolescents in the rural and urban areas of valley of Kashmir. 
While the research confirmed various existing beliefs about television 
advertisements brought forward many new facets. The major conclusions of the 
study can be broadly summarized as under: 
The research found a strong relationship between consumer behavior of adolescents 
and TV commercials directed towards them, as the purchasing choices, interests, 
preferences and behavior of the adolescents get strongly influenced by TV 
commercials. Adolescents’ consumer choices mostly rely directly on the TV 
informational input and are not significantly mediated by the family or peer 
influence. It has also been found that exposure to TV commercials create a positive 
thought about advertisement in the minds of adolescents and leads to their positive 
reception of commercials which in turn affect their attitude towards advertised 
brands and urge in purchase intentions. With repeated exposure to TV commercial 
adolescents’ brand recognition and liking of advertising increases, leading to 
purchase of advertised products.  
The results show that 100% respondents have access to TV of which 85% have cable 
or satellite TV service which shows majority of adolescents are exposed to TV 
commercials directed towards them. They like to watch TV commercials in between 
their favorite programs or at specific time. The study reveals that adolescents watch 
TV commercials with interest and find them entertaining and educative. They are of 
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the opinion that TV commercials play a vital role in introducing a new product in the 
family list and making better choice during shopping. The main reason for liking 
commercials, study reveals, is the product information commercials provide more so 
regarding the discount, special gifts attached, brands and quality of products. The 
non-informative factors like celebrity participation, catchy slogans, visual effects, 
music and action are also the reasons for liking commercials. Apart from intended 
effect of enticing the adolescents towards advertised products these non-informative 
factors have unintended effect on behavior of adolescents as well as they tend to 
copy their favorite celebrities, actions ad behavior they watch in commercials. 
Study also reveals that TV commercials make adolescents brand conscious as 
majority of respondents prefer to buy branded or standardized products, which are 
newly introduced in market and mostly shown in TV commercials. Their emotions 
get also involved with these braded advertised products as they feel disappointed, 
angered or frustrated when they are disallowed to buy products of their own choice. 
The study also shows less family mediation between adolescents and TV 
commercials as they mostly rely on the TV informational input for purchase of 
products and mostly don’t discuss the products with anyone before shopping. TV 
commercials messages influence the adolescents in such way that they develop 
positive attitude towards them and invariably consider them true. They give 
preference to TV commercial products and plan their shopping accordingly. The 
adolescents utilize their pocket money for shopping and the main items purchased 
from it are food, cosmetics, gifts and toiletries and in purchase of these items they 
are influenced and guided by TV commercials. 
Thus the study reveals that the TV commercials influence the buying behavior of 
adolescents, as majority of respondents prefer to buy products they watch in TV 
commercials and they take their decisions independently and are not influenced by 
family or peers. This also shows that they are influenced directly by commercials 
and not indirectly through their parents or elders. 
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The study also reveals a moderate relationship between TV commercials and use of 
pester-power by adolescents. Adolescents don’t pester or request their parents to buy 
TV advertised products for them as they feel themselves independent in deciding 
about their products they want. They don’t like parental intervention in their 
purchasing decisions. However, if some pestering does exist among adolescents it is 
both powerful and successful than pestering among small children. 
The study further indicates that majority of respondents have less knowledge about 
specific advertising techniques and are less skeptic about TV advertising. This 
finding also does not vary much across adolescents with different age groups.  From 
the level and degree of skepticism and sophistication exhibited by respondents it can 
be concluded that TV commercials are not easily dismissed and unappreciated by 
adolescents. Results show that they have not acquired significant knowledge about 
TV commercials and possess positive attitude about TV advertising in general. 
Majority of them consider TV commercials as of higher educational and 
informational value and do not consider them as exaggerative and making false or 
misleading claims. Their understanding about the selling techniques and tactics 
involved in TV commercials is weak and get attracted and influenced by these at 
initial exposure. They don’t have clear idea of what they like and dislike about TV 
commercial and take whatever appeals to their feelings.  
The results also show that background, age, gender and educational level of 
adolescents does not have any impact on level and degree of impact of TV 
commercials on them in general. The influence of TV commercials on their behavior 
and their knowledge and understanding of TV commercials does not vary sharply 
with their social background and conditions. Majority of respondents from all the 
chosen categories are almost equally influenced by TV commercials in general and 
have almost similar positive attitude towards specific aspects of TV commercials. 
However, in case of background of adolescents, urban adolescents, who have more 
exposure to TV commercials, are slightly more influenced by them and have more 
positive attitude towards them than rural adolescents. Also adolescents of lower age 
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group are slightly more influenced by TV commercials than adolescents of higher 
age, female adolescents more influenced than male adolescents and literate 
adolescents are more influenced than illiterate adolescents.  
The results of second part of the study show that parent’s have positive attitude 
towards TV commercials and consider the impact of them on children positive as 
well. Agreeing that TV commercials have impact on their children, majority of 
parent respondents consider the impact positive and helpful for overall development 
for children. Parents are not dissatisfied with TV commercials, children’s exposure 
to them and with the influence on their overall behavior and attitude. They don’t 
advocate parental intervention and mediation between commercials and children or 
any social or governmental restriction on TV commercials but encourage children to 
use commercials more for their overall development.  
Parents agree that children copy the actions or behavior they watch in TV 
commercials but majority of them agree that impact is positive and TV 
advertisements are main socializing agents for their children that increase their 
knowledge and information. 
Study also shows no parent-children conflict or argument over TV advertised 
products in Kashmiri families. Majority of Parents understand the needs and desires 
of their children and take care of their choices and requests. They hold conversation 
with them before going for shopping to know their choices and they don’t try to 
press in their own choices.  
Results also show that with the background and gender of the parents their attitude 
towards TV advertisement and their relationship with children does not vary. 
Majority of both urban and rural parent respondents, male and female, share the 
same view. However urban parents due to more exposure to TV commercials are 
more positive than rural parents and female parents were more positive than male 
parents.  
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2) Recommendations: 
Advertising in coming years is likely to play more prominent role not only in 
marketing of various products and services, but also in educating the public and 
supposedly making their living better. It has to be presented in such a manner that it 
is not considered to be misleading and exaggerative, using unfair methods and 
exploiting the sentiments of the people. It should not leave a poor impression of 
itself. It has to be of good taste, informative and educative. The advertisers have to 
be all the more careful to create a favorable impression on the adolescents who are a 
very significant segment of the market as well as potentially important centers of 
purchase decisions. Further, it may be added that the marketers have to be all the 
more careful to support the claims made in advertisements by supplying quality 
goods and services. They must understand that in addition to strong television ad 
campaign, the word-of-mouth also plays significant role in marketing operations. A 
favorable word-of-mouth may help them in capturing the market and a negative 
word-of-mouth on the other hand may endanger the survival of an organization. 
The study states that product information given to adolescents by TV commercials 
aid them in wise purchase of various products. On this basis it may be suggested that 
further increase in informative factors such as price, quality and suggested use of 
items advertised might improve the educational value of an advertisement and make 
the adolescents aware of prevailing prices. The manufacturers should, therefore, take 
care to provide all the information, which would help the adolescents in decision-
making process. However it may be of great help to adolescents to study the 
characteristics of the advertisements, their merits and demerits, before going for 
shopping. 
The study gives key insight to marketers that TV commercials promoting ethical 
standards and good knowledge are liked by the parents. This insight can help 
marketers know how to target the parents while positioning children related 
products. Commercials with promotion of ethical standards and widely accepted 
norms could get marvelous attention of parents and could be the cause of ever-high 
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sales volumes. However, it may also be suggested to the parents to intervene and 
mediate between adolescents and TV commercials and help them to make better 
purchasing choices. 
As the study is broad in nature and relates to the general situation, it has given the 
overall general view of impact of TV commercials on adolescents in Kashmir. Future 
researchers can go into the further details and cover specific issues and aspects of the 
subject. Future researcher can also test these findings in different cultural context to 
support these findings or if any different results found. 
3) Limitations of the study: 
The study is not free from following limitations: 
1. The topic of the research being very delicate, there is a possibility that the 
respondents must not have stated the truth. 
2. The accuracy of the results is limited to the reliability of methods of investigation 
and the analysis of the data. 
3. Marketing habits, consumer behavior, attitudes etc. being dynamic, there is a 
possibility that the findings of today may become invalid tomorrow. 
4. Despite the best efforts to include all-important variables, the chances of some 
variables not appearing in the study cannot be ruled out.  
5. The limitations and biases of sampling techniques used in the study may influence 
the findings of the study, though all the required precautions have been taken.  
Despite above limitations or constraints the study tried to follow the standard 
research procedures and reliable findings that make a humble addition to the existing 
knowledge on the subject. 
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APPENDIX-1 
QUESTIONNAIRE FOR ADOLESCENT RESPONDENTS 
1. Age…………………………………………….years 
2. Residence :………………………………….( Rural/Urban) 
3. Gender: Male/Female 
4. Occupation: ………………………………. 
5. Occupation of father: ………………………………… 
6. Monthly family income: …………………………… 
A) What do you own at your home?  
(i)Radio (ii) TV (iii) VCR/DVD (iii) Telephone (Landline, Mobile) (iv) Cable (v) 
DTH (vi) Internet 
(B) Does your family own Television set?   (Yes/No) 
(C)How do you receive television program? 
(i) Antenna (ii) cable (iii) DTH  
 (D) What do you mostly watch on TV? 
(i) News (ii) Films (iii) Film based programs (iii) Serials (iv) Documentaries (v) 
Sports  
(E) Do you (like/dislike) TV commercials? 
(F) Do you like them better than TV programs? (Yes/No) 
(G) When do you watch TV commercials? 
(i) Between your favorite programs  
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(ii) Whenever they are telecast 
(iii) At any particular time  
 (H) Tick one among the following statement you consider more appropriate 
 (i) Commercials help in introducing new product in family list (       ) 
 (ii) Commercials reinforce familiarity of product (      )  
 (iii) Commercials convince to purchase the product (      ) 
 (iv) Commercials act as ‘time saver’ during shopping (      )   
(v) Can’t say anything (         ) 
(I) Do you think  
(i) You need all the products advertised on TV. (      ) 
(ii)You need only some of the advertised products. (         ) 
(iii)You don’t need advertised products at all. (           ) 
(J) After watching commercials: 
(i) Do you want to buy new brand shown in commercial (        ) 
(ii) Or you continue with your old brand (       ) 
(K) How do you feel if you are unable to buy new brand 
(i) Frustrated (     ) 
(ii)Angered (      ) 
(iii)Disappointed (     ) 
(iv) Normal (        ) 
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(L) Do you think? 
(i) Commercials help you to make better choice during the shopping (    ) 
(ii) Or confuse you with multiple brands of advertised products (     ) 
(M) Do you prefer going for shopping with 
(i) Parents (ii) Alone 
(N) How often do you plan before going for shopping? 
(i) Always (ii) Sometimes (iii) Never 
(O)Before going for shopping 
(i) Do you have discussion about the product with the family? (       ) 
(ii) Or do you give importance to information input by TV commercials? (      ) 
(P) Do you buy following items by using TV commercial information or by 
discussing with the family? 
(i) Cosmetics (                ) 
(ii) Food (                 ) 
(iii) Gift items (                  ) 
(iv) Stationary (                ) 
(v) Clothes (                  ) 
(vi)Toiletries (              ) 
(vii) Electronics (           ) 
(viii) Any other (            )             please specify________________ 
 
APPENDIX 
 
 Page 131 
 
(Q) On which following item do you spend your pocket money? 
(i) Cosmetics (ii) Food items (iii) Gift items (iv) Stationary (v) Clothes (vi) toiletries 
(vii) Electronics (viii) If any other please specify_______________________ 
(R) Do you buy?  
(i) Local products (ii) Branded advertised products (iii) Or standardized advertised 
products. 
(S) What are the main factors for your liking an advertisement? 
(i) Informative factors (Discount, Special gifts attached, Brands and quality of 
products) 
(ii) Non Informative factors (celebrities, catchy slogans, visual effects, Jingles, funny 
advertisement, good music and action)  
(T)How many jingles, slogans and songs used in commercials do you 
remember? 
 (U)Do you like to watch your favorite model, film star, sports star in 
commercials? (Yes/No) 
(V) Do you like to be like them? (Yes/No) 
 (W) Please express your opinion about each of the statements made below  
1) Commercials make false and misleading claims 
(i) Strongly agree (ii) Agree (iii) Don’t Know (iv) Disagree (v) Strongly disagree 
2) Commercials are educative 
(i) Strongly agree (ii) Agree (iii) Don’t Know (iv) Disagree (v) Strongly disagree 
3) Commercial make people buy things they don’t want 
(i) Strongly agree (ii) Agree (iii) Don’t Know (iv) Disagree (v) Strongly disagree 
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4) Commercials take undue advantage of using film stars, sportsmen to testify 
for the products 
(i) Strongly agree (ii) Agree (iii) Don’t Know (iv) Disagree (v) Strongly disagree  
5) Commercials are usually for objectionable products 
(i) Strongly agree (ii) Agree (iii) Don’t Know (iv) Disagree (v) Strongly disagree 
6) Most advertisement exaggerate 
(i) Strongly agree (ii) Agree (iii) Don’t Know (iv) Disagree (v) Strongly disagree 
 
Name of respondent……………………………………………Signature 
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APPENDIX-2 
QUESTIONNAIRE FOR PARENT RESPONDENTS 
1. Age…………………………………………….years 
2. Residence :………………………………….( Rural/Urban) 
3. Gender: Male/Female 
4. Occupation: ………………………………. 
5. Monthly family income: …………………………… 
6. Number of children…………………………………. 
7. Age of children………………………….. 
(A) Do you own TV set at home (Yes/No)? 
(B) How do you get TV service? 
(i) General transmission (ii) cable (iii) DTH 
(C) Which TV programs do your children mostly like to watch?  
(i) News (ii) Films (iii) Film based programs (iii) Serials (iv) Documentaries (v) 
Sports  
(D) Do you decide for your children which TV programs should they watch or 
not (yes/No) 
(E)Do your children (Like/ Dislike) to watch TV commercials? 
(F) What among the following results into the purchasing decision in your 
family? 
(i) Children’s choice/request for advertised products(       ) 
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(ii) Discussion or conversation between you and your children about advertised 
product (      ) 
(ii) Argument between you and children about advertised product (       ) 
(iii)No discussion or arguments (You decide of your own) (          ) 
(G) Please express your opinion about the statements made below 
(i) TV commercials increase the pestering power (repetitive asking/request for 
any advertised product) of adolescents  
(i) Strongly agree (ii) Agree (iii) Don’t Know (iv) Disagree (v) Strongly disagree                                                 
(ii) TV commercials take advantage of adolescent’s inability to understand 
selling techniques. 
(i) Strongly agree (ii) Agree (iii) Don’t Know (iv) Disagree (v) Strongly disagree 
(iii) Adolescents directly copy the behavior seen in TV commercials  
(i) Strongly agree (ii) Agree (iii) Don’t Know (iv) Disagree (v) Strongly disagree 
(iv) TV commercials directed towards children are unethical 
(i) Strongly agree (ii) Agree (iii) Don’t Know (iv) Disagree (v) Strongly disagree 
(v) TV commercial messages directed for adolescents should be banned or at 
least severely restricted. 
(i) Strongly agree (ii) Agree (iii) Don’t Know (iv) Disagree (v) Strongly disagree 
(vi) TV commercials have gradual effect on attitudes of adolescents through 
communication of often anti social or cultural norms. 
(i) Strongly agree (ii) Agree (iii) Don’t Know (iv) Disagree (v) Strongly disagree 
(vi) Parents should participate actively in attempting to mediate the effects of 
TV commercials  
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(i) Strongly agree (ii) Agree (iii) Don’t Know (iv) Disagree (v) Strongly disagree 
(vii) TV commercials have excellent informational and educational level 
(i) Strongly agree (ii) Agree (iii) Don’t Know (iv) Disagree (v) Strongly disagree 
 
Name of respondent………………………………………………  Signature 
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